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ALL ADVERTISEMENT SPARE RECORDS HAVE BEEN SROKEN FOR 1963 sed many 
advertisers have been disappoin{ed in their requests for both monotone and colour. 
The gat Soniagy a Reteeeth wetet. widely rood worge's pebtiesiee ae 


SPEGIFIC DATES FOR 19\i4 (particularly the carly months) should 

therefore be booked as soon as possible. The rates per thousand (13/24. 

monotone, 19/9d. colour) ate the lowest in the mass circulation colour- 

gravure field--NOW is the time to make certain that yeu have enough 
space in Woman’s Own for nexé year. 
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ADVERTISER’S WEEKLY 


Is the creative 
mind put at a 
disadvantage? 


Sik,—-I agree with J. Mellor’s 
claim (October 15) that many 
students of advertising lack the 
qualities that make for success in 
advertising. And yet, as | have 
learned from bitter experience, it 
is possible for such students to 
pass examinations in advertising. 

[his raises some important 
questions: Is the Advertising Asso- 
ciation syllabus on the right lines? 
Does it develop creative ability 
in suitable candidates? Is it over- 
loaded with technicalities which 
can be memorised by unpromising 
students? Has it lost to advertis- 
ing any potenially good writers 
who cannot master technicalities? 

Although | have been in adver- 
tising for more years than I care 
to remember, I am sure that if | 
sat, without preparation, for an 
examination in advertising, | 
would come out bottom of the 
class! Possibly other advertising 
executives with long records of 
results would make a_ similar 
admission, 

Surely advertising’s most vital 
task is to produce copy that really 
persuades and pulls. If this isn’t 
right, the most skilful presenta- 
tion won't make it successful. 
From this, in my opinion, it fol- 
lows that a man can create ad- 
vertising which will pay even 
though his knowledge of presen- 
tation and processes of reproduc- 
tion is elementary, 

Io sum up, it seems to me that 
the Advertising Association sylla- 
bus favours the technical rather 
than the creative-minded student. 

2. D. BYPIELD. 
14 Little Thrift, 
Petts Wood, Kent. 


‘Barrow boy’ ads. 

Sir,-There has recently been 
some correspondence in your 
columns complaining of mislead- 
ing advertising. I wish to draw 


. 


To The Editor.. 


attention to a further example of 
the “barrow boy” technique of 
inaccurate ticketing in an adver- 
tisement published by British 
Railways in some national news- 
papers recently. 

Under the heading “‘it’s a deal 
quicker by rail” (quicker than 
what? might be asked) there is 
a column of figures showing the 
times taken to reach various pro- 
vincial cities from London by 
rail. At a first glance it might be 
supposed that it takes 3 hours to 
reach Manchester, Liverpool and 
Bradford, and 4 hours to New- 
castle. Closer inspection however 
shows that it is 

3, hrs. 43 mins._-Manchester, 


3 hrs. 45 mins.—Liverpool, 
3 hrs. 52 mins.—Bradford, 
4 hrs. 46 mins.—Newcastle. 


This is not what we should ex- 
pect from British Railways. 


PETER KING. 
Royal Aero Club. 


Printing library 

Sir, The Governors of St. 
Bride intend to make an appeal 
to individuals and firms in the 
printing trade for donations to- 
wards the upkeep of the Printing 
Library which has given service to 
the trade without asking for fin- 
ancial help of any kind for the 
Past sixty years. 

One way in which individuals 
can help is to take out Life Mem- 
berships at ten guineas which will 
allow them certain borrowing 
privileges. Firms will be asked 
to favour the library with dona- 
tions or to enrol some of their 
staff as life members. 

The appeal will be formally 
launched by the Lord Mayor 
elect, Sir Noel Vansittart Bowater, 
Bt., M.C., on November 30. 

W. T. Berry. 
Manager, 
Saint Bride Foundation. 


Training for PR 

Sir,-E. Ward Burton (October 
15) gave a diagram showing 
agency training, in which it was 
indicated that “Financial Adver- 
tising” and “Overseas Advertis- 
ing” are specialised studies 
whereas “Public Relations”’— 
placed under the general heading 
of “Copy”—was treated as one of 
many subjects which an advertis- 
ing account executive should 
study under any circumstances. 

Public relations men = and 
women will, I feel sure, welcome 
any expert who advises anyone to 
include some study of P.R. in his 
training; but the practice of P.R. 


is most certainly a specialist job 
on its own—and the methods of 
writing in the press relations field 
are very different from those of 
copy. 

R. A. PAGET-COOKE, 
Director of Public Relations, 
Foote, Cone & Belding 


Measuring up to 
the problem of 


assessing news value 

Sir,—If Bernard B. Sykes 
(October 15) has never placed a 
rule (With quarter-inch gradua- 
tions) against a column of 
editoria] to assess the news value 
of a story, he must be the only 
P.R.O. of his kind. 

Only by such means plus classi- 
fication and numbers of mentions 
can One assess the comparative 
value of campaigns. At least it 
indicates editor interest and 
checks whether one is off the news 
beam, The only danger of such 
assessmen; is when it is taken at 
its face value (which | am sure 
Alan Hess does not), or when the 
less scrupulous “consultant” uses 
it as a method of billing his client, 
If he does the latter he is not a 
member of the Institute of Public 
Relations. 

It would be of interest to learn 
how Mr. Sykes measures the 
value of his editorial efforts to 
his Federation and whether he 
considers a campaign bringing in, 
say, 3 in. of editorial as success- 
ful as one producing a harvest of 
2,000 in. I feel he must admit 
that the chances of his story being 
read are in about the same pro- 
portion as the space devoted io it, 
considering that the latter figure 
must be spread over very many 
journals as short news items. 

If Mr. Sykes has an infallible 
method of assessing readership 
value, we who take paid advertis- 
ing space at per column inch rates 
would like to be let into the 
secret. 

G. A. T, BURDETT. 
137 Torbay Road, Harrow. 


« 

Ye oldest account? 

Sin,—During our own cen- 
tenary celebrations this year, we 
were proud to be able to say that 
one of our clients has been with 
us for the past 80 years, 

The client, Tomlinson & Hay- 
ward Ltd. of Lincoln manufac- 
tures Eureka_ Horticultural 
Products and was established way 
back in 1842. 

GRAHAM L. WRIGHTSON, 
Account Executive, 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


Gordon & Gotch Advig. Ltd. 
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Back to Bonaparte 

Sir,—Mrs. Brunner (October 1) 
may be interested to know that 
whilst Napoleon was winning the 
battle of Marengo in 1800 James 
White, our founder, was handling 
his first account—Christ’s Hos- 
pital! 

Soon after the battle of 
Waterloo, the Sun Fire Office, 
now the Sun Insurance Office 
Lid., became one of our clients 


THIS WEEK 
The Campaign of the Year -- 
page 198. 
NEXT WEEK 
Direct Mail Feature and Northern 
Counties Market Survey. 


and it is probable that Charles 
Lamb, our first copywriter, con- 
tributed to their advertisements. 

Both of these accounts have 
been handled by our company 
ever since. 

Our advertisements are to be 
seen in The Times as early as 
1812. Our earliest ledger in exist- 
ence is dated 1828. 

W. ANTHONY CLARKE. 
R. F. White & Son Ltd. 


Holly background 


at point of sale 

To get full advantage of 
Christmas gift buying of the 
Philishave dry shaver, Philips 
Electrical Ltd., are issuing a 
special window-bill for dealer 
use. An_ illustration of the 
shaver against a holly back- 
ground links up with the sales 
message, “Just the Christmas 
present for him.” 

The window-bill measures 
13 in. deep x 10 in. wide, ts 
printed in four colours on white 
art paper and spot gummed in 
each corner. It was designed and 
produced by Erwin Wasey & Co.., 
Ltd., in conjunction with Philips 
publicity department. 
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IKE a family frtend who is wise and experi 
enced yet keeps a youthiul outlook, = 
HOME CHAT has won the toyal trust of- one 
hundreds of thousands of housewives with 
its up-to-date, responsible and honest 
features and its carefully chosen fiction. If 
yours is a product for women, the home 
or the family, your advertising message in 
HOME CHAT will share the faith of this 
tremendous following. 
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INCOME LEAPS-NOW 
AA CAN SMITE THE 


Two pantechnicons publicising 
the new daily “The Recorder’ 
are touring Greater London and 
the South Coast. Posters painted 
on the front, sides, and back an- 
nounce the date of publication. 
The two vehicles are taking dif- 
ferent routes, Roe Outdoor Ad- 
vertising are handling the scheme. 
See “New daily’s sales guarantee.” 
p. 184; Stop Press on back cover. 


Film men delay 
their answer 


Following a meeting of the 
Screen Advertising Associa- 
tion this week it was decided 
to make no reply. as yet, to 
observations on the cost of 
showing advertising films 
which appeared in the “News 
Sheet” of the Incorporated 
Society of British Advertisers, 

The Association's secretary, 
Laurence G. Parker, said 
afterwards: “The subject is 
being given very careful and 
detailed consideration but the 
whole issue is much too com- 
plicated to allow a_ hasty 
reply.” 


Death of W. H. 


Stonehouse 

The death occurred on Sunday 
at the age of 57, of William 
Henry Stonehouse, managing 
director of The Outfitter (London) 
Ltd. 

Mr. Stonchouse joined The 
Outfitter in November 1920 as 
Northern representative and was 
made a director in 1928. 

The funeral takes place to-day 
(Thursday) at St Marviecbone 
Crematorium, Finchley. 


CRITICS 


‘PHE annual income of the 
Advertising Association is 

to be more than doubled 
and much of the extra money 
will be used to put into opera- 
tion a plan to fight the critics 
of advertising. 

ce. J. Robertson, president of 
the Association, told ADVER- 
risiRS Weekty that the News- 
paper Proprietors Association, the 
Institute of Incorporated Practi- 
tioners in Advertising, and the 
Periodical Proprietors Association 
have agreed to “more than 
double” their subscriptions, 

The Newspaper Society 
pected to do the same 

The report of the Miles Thomas 
Development Committee referred 
to the £13,000 income of the As 
sociation as totally inadequate for 
the tasks which should be under- 
taken. 


is @x- 


(Information officer? 

It is now believed that next 
year’s income will be something 
like £30,000 if Mr. Robertson's 
energetic cflorts bear full fruit. 
Details of the pian to hit back 

at “the traducers of advertising” 
are not yet complete 

But ut is understood that an ad 

vertisement for an information 

officer for the Advertising Asso 

ciation may be published shortly. 

* See Battle fund for advertis- 
ing page 185. 


WHITEHEAD 
INDUSTRIAL 
TRUST 


At the annual dinner of the Liverpool branch, Incorporated Sales 


Managers’ Association, last Friday, left to right, A 


H. Laton; WR 


Town, past chairman; Lord Woolton, president of the branch; F. G 


Bevin, past president; J. F, Wellings, past chairman; W. 1 
C. M. Nesbitt; F. Fisher, past chairman; V. P. 


Bowyer; 


Doyle, chairman of 


the branch. 
Export drive needs highest grade 
of salesmanship, says Woolton 


Our export trade is about to 
enter a period of acute competi 
tion and Britain will require a 
vigorous combination of — the 
highest grade of salesmanship and 
a daring spirit of adventure in 
overseas markets, some of which 
are unfamiliar. 

This was the challenge given by 
Lord Woolton, president, speak 
ing at the annual dinner of Liver- 
pool branch of the Incorporated 
Sales Managers’ Association last 
Friday. 

Lord Woolton said we had to 
remember that our whole econ 
omy depended on the fact that 
we were a trading nation. The 
task was one that depended on 
initiative as well as the public 


spirit of private enterprise that, in 
the past, had given pre-eminence 
to this country among the trading 
nations of the world. 

The City and the Port of Liver 


A petition for the winding up of 
Creative Journals (Industrial) 
Ltd. is down for hearing in the 
Companies Court, at the Royal 
Courts of Justice, Strand, London, 
on Monday. Notice of the case, 
states the petition was presented 
by John Michael Ryan, a director. 


pool was proposed by Lord Luke 
and the Lord Mayor (Ald. W, J 
Tristram) replied. 

; Pp Doyle presided 
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ADVERTISER'S WEEKLY 


‘Recorder’ daily out on Tuesday 


Sales guarantee for 
the advertisers 


“The man of achievement and his family” will be the adver- 
tising target of The Recorder, which is to make its debut as 


a daily next Tuesday. 


“We expect it to show how a 
high-quality newspaper can be 
used to sell goods,” states W. J. 
Brittain, chairman, The Recorder: 
Lid., and editor. The Recorder 
will be published on the same 
quality paper as the Radio Times 
which, it is claimed, is better than 
that of any other dajly paper and 
should give agency creative men 
Opportunities for exceptionally 
good art work. 

Among the 22 display adver- 
lisers appearing in the first issue 
will be Bovril (who appeared in 
the first issue of the Daily Mail 
in 1896), Bowaters, Unilever, 
Marshall & Snelgrove, and 
Harrods, All first-issue advertise- 
ments will be the first of a series. 
Display advertisements will 
account for about 174 per cent of 
the space in the first issue. 

Rates are: Trade advertising 
£2 15s. s.c.i. Special positions: 
front page solus 8 x 2, £78, 
leader page semi solus, 8 x 2, 
£55; diary page solus half-page, 
£275 Financial prospectuses 
and financial statements, per col., 
£80; company meetings reports 
per col., £70. Whole page: trade 
£500; financial £650. 

A circulation of 100,000, the bulk 
of which will be in the London 
and Home Counties region, ts 
guaranteed, and so confident are 
the publishers of reaching this 
figure that a proportional dis- 
count on ad. rates is offered if 
sales fall below this figure. There 
will be no extra charge if sales 
rise above it until they hit the 
200,000 mark when, after 28 days’ 
notice, the rate will rise from 
£2 15s. to £5 sci. Present rates 


will, of course, apply throughout 
existing contracts. A.B.C. mem- 
bership is being applied for. 
Price of the daily will be 2d.; col. 
length 22 in.; col. width 1% in., 
114 ems; half-tone blocks 65 
screen. 

Response from advertisers and 
agents, claims Mr. Brittain, has 
been very enthusiastic. A good 
deal of the space has been sold 
until the middle of next year and 
one option has been taken until 
the end of next year, 

General manager of The 
Recorder is P. E. Deverall, for- 
merly regional director of Grant 
Advertising, Inc., in Chicago; and 
the advertisement director, as 
already announced, is Leonard J. 
Raftery, previously advertisement 
director of the Daily Mail. K. V 
Braddon is senior representative. 

Founded in 1870 as a local 
newspaper, The Recorder was 
acquired in 1934 by Mr. Brittain, 
who turned it into a _ national 
weekly in 1943 with the idea of 
conversion into a daily as soon 
as conditions permitted. The 
change was set in motion in May 
4s soon as restrictions were lifted. 

The weekly paper, to be known 
henceforth as The Recorder 
Weekly, will continue to be pub- 
lished on Fridays at its present 
price 3d. It is intended to develop 
its sales overseas. 

The new daily is to be mach- 
ined by the News Chronicle. It 
will be set and prepared at The 
Recorder's own printing works 
at Brixton, 

Main display face will be 
Perpetua Bold. Text face will be 
Times Roman. 


‘Evening Standard use film and 
posters in ‘smalls’ drive 


The Evening Standard is using 
cinema advertising in a new pub 
licity campaign for its classified 
advertisement columns launched 
this week. 

Cinemas in London and the 
Home Counties are showing a 
one minute colour film called 
“Ring Central 3000." This is the 
first time that any newspaper has 
used the medium of the cinema 
to advertise advertising. 

The film was produced by 
Theatre Publicity Ltd. in three 
weeks. Screen advertisers are 
usually advised to allow a maxi- 
mum of four months for pro 
duction. 

lheatre Publicity received the 
order from Allan Blomfield, 
W. S. Crawford's film and radio 
manager, on Friday, September 
28. Three weeks later the film 


was being shown. 

Raymond Stanley, the Craw- 
ford executive handling the Even- 
ing Standard account, told 
ADVERTISER'S Weekty: “This 
campaign for classified advertise- 
ments was designed to cover the 
Greater London and Home 
Counties area. In the circum- 
stances we felt that the most 
effective coverage would be ob- 
tained from film and poster cam- 
paigns. We are, in fact, going 
into 340 cinemas and on 615 
poster sites in the area.” 

In the space of 60 seconds 
“Ring Central 3000” shows how 
the use of the Evening Standard 
advertisement columns can speed- 
ily and effectively solve many 
problems such as filling a staff 
vacancy, selling a car or buying 
a house. 
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A selection of first prize winning entries in the First British Paper Box 

Design Contest: 1. Scenic play pack, for J. Dring Ltd., Portsmouth; 

2. Bottle carrier, for Clayton Bros., designed by W. M. de Majo; 3. 

Royal Crown Derby china morning set box, for Simpkin & Icke Lid., 

Nottingham; 4. Drambuie liqueur whisky carton, for Field, Sons & 

Co., Ltd.. Bradford; 5. Cracker lantern, for Mansfields (Norwich) Ltd., 
designed by John Mackintosh & Sons Ltd. 


British paper box and carton 
design contest winners 


Awards in the first British 
Paper Box and Carton Design 
competition have now been an- 
nounced. There were 48 classi- 
fications. First prize winners 
were : 

Robinson & Sons Ltd. for a 
physician's sample of Oblivon; 
Yardley & Co., Ltd., for a gift 
box for perfumery; Richard Pye 
& Co., Ltd, for a beauty set, 
Chas. Sprenger & Sons Ltd. for 
a chocolate gift casket for Birrell 
Ltd.; Johns, Son & Watts Ltd. for 
a “Skyline” cutlery set for Platers 
and Stampers; Hugh Stevenson & 
Sons Ltd. for a towel set for 
Barlow & Jones Ltd.; J. T. Sawyer 
& Co., Ltd., for a handkerchief 
display box for Wm. Chapman 
Ltd.; Reid Paper Box Factory for 
a Scotch whisky pack for Hill 
Thomson & Co., Ltd.; Mansfields 
(Norwich) Ltd. for a cracker 
lantern for John Mackintosh & 
Sons Ltd.; John Horn (England) 
Ltd. for a Spalding tennis ball 
box for A. G. Spalding & Bros. 
Ltd.; Simpkin & Icke Ltd. for a 
Royal Crown Derby china morn- 
ing set box; Alfred Kent & Son 
Ltd. for a Dorothy Gray range 
of boxes for perfume and soap; 
R. H. Talmadge for a glove box 
for G, Waddington & Son Ltd.; 
John Horn (England) Lid.. for a 
Pro toothbrush display pack 
for Lambert Pharmacal Co.; 
Hunt Partners Ltd. for a Gillette 
razor pack; Metal Box Co., Ltd., 
for a Fab soap powder carton; 
Hunt Partners Ltd. for a Heinz 
carrier carton; Metal Box Co., 


Ltd., for a Lyons mint chocolate 
display; F. T. Pillivant Ltd. for 
a Ronson Firebronze flints display 
carton; Tillotsons (Liverpool) 
Ltd. for a coffee pot carton for 
Russell Hobbs Ltd.; John Horn 
(England) Ltd. for a photo tint- 
ing outfit for Winsor & Newton 
Ltd.; Field, Sons & Co., Ltd., for 
a Drambuie liqueur’ whisky 
carton; J. Dring Ltd. for a Scenic 
Play pack; Richard Pye & Co., 
Ltd.. for a Clayton bottle carrier 
designed by W. M. de Majo; 
Richard Pye & Co., Ltd., for a 
lamp pack for Linealux Ltd.; 
Metal! Box Co., Ltd., for a shaped 
confectionery box designed by 
G. H. Streater; Alan E. Gatland, 
of Gravesend School of Art, for 
a carton for an egg slicer. 


Samples will be 


shown on posters 

A powerful publicity campaign 
is being prepared for the 1954 
British Food Fair at Olympia, 
September 7-18, which is being 
sponsored by the Daily Express. 
The campaign is being handled 
by Mather & Crowther Ltd. 

The scheme will be launched 
several weeks before the opening 
of the Fair. Supporting heavy 
press advertising will be an exten- 
sive poster campaign on bus sides, 
London Underground, and 16 and 
48-sheet posters throughout the 
Home Counties. 

A vivacious young housewife 
will dominate the poster. 
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ADVERTISER'S WEEKLY 


‘Battle fund’ for advertising: Critics will 
be hit on the head 


‘THE DAYS OF APOLOGISING ARE 
OVER, SAYS E. J. ROBERTSON 


eg funds are now available to enable advertising to hit 
back at its enemies. This heartening news was given by 
E. J. Robertson, president of the Advertising Association, at the 
annual dinner of the Society of Diploma Members of the Adver- 


tising Association last Friday. 

“IT am glad to tell you that 
money is forthcoming, and wiil 
be forthcoming in ample supply, 
to enable the committee of the 
Advertising Association to take 
the initiative and go on the war 
path,” he said. “We are not 
going to sit down any longer 
and listen to people who traduce 
advertising, 

“They will be hit on the head 
the moment they open their 
mouths.” 

Some 150 members and friends 
at the dinner also heard a plea 
for a single examination in adver- 
tising to take the place of the 
present A.A. and L1.P.A. exams. 
and also for a D.A.A. honours 
diploma for specialists in a par- 
ticular branch of advertising 


Single examination ? 


A. D. Davis, chairman 
S.D.M.A.A., who presided at the 
dinner, outlining the Society's 
work, spoke of its very active 
branches in Yorkshire and Man- 
chester and said it was hoped to 
form another in Manchester 
More than 50 members were now 
lecturing up and down the 
country to students, and at least 
a similar number had _ notified 
their willingness to lecture. He 
paid a tribute to F. W. Jefkins. 
education officer, for initiating 
the students’ circle. Referring to 
the decision of the A.A. and 
1.1.P.A. to recognise each other's 
intermediate examination, he said 
that at present there was some 
confusion in young people's minds 
as to which of these two admir- 
able courses they should take. 
There was no reason why, ulti 
mately, there should not be a 
single examination. 


Hopes for future 


He claimed that the 
$.D.M.A.A. membership which 
now exceeded 350. could do a 
tremendous amount for organised 
advertising. 

Mr. Robertson said that the 
presentation of diplomas which 
he had made before the dinner 
had given him a greater hope for 
the future of advertising than 
anything he had seen for a long 
while. 

His challenge to the traducers 
of advertising followed on a refer- 
ence to the Miles Thomas Report. 
Describing it as a blueprint of 
what was going to happen, he 
paid a tribute to a number of 
people present, such as Norman 
Moore. H. A. Oughton, F. P. 


Bishop, M.P.. and G. R. Pope, 
who had given their time and 
wisdom to the production of the 
report. “The days of apologising 
for advertising are past.” Mr. 
Robertson proclaimed, 

A positive campaign to make 
for greater public confidence in 
advertising was being planned, 
and would be put into execution. 

Much has been done to clean 
up advertising and, in making it 
a profession to be proud of, the 
continued application and help 
of the young people would be 
needed. “It will be you who 
have the future of advertising in 
your keeping.” he concluded 
“Practically all of you have it in 
your power to increase the mem- 
bership of your association.” 

A plea for an honours dip- 
loma was made by a member, 
D. F. White, 

The presentation of diplomas, 
like the dinner, was held at 
Church House, Westminster. 

“The 1953-4 models of British 
advertising men and women” was 
how W. W. J. Studd, in Motor 
Show parlance, spoke of the new 
D.A.A.s. 

At the annual meeting that pre- 
ceded the presentation, the office 
holders were re-elected as fol- 
lows: chairman, A. D. Davis: 
hon. secretary, Miss P. M. E. 
Horner: hon. treasurer, J. Proud- 
foot. The committee comprises: 
R. B. Smallpage (press officer), 
P. L. Stobo, A. H. Edney, F. W 
Jefkins, H. A. B. Lee, and W 
Harrop (representing provincial 
members), 


To personify the grandeur of Coronation Year, 
who claim to be the 


(Curriers) Ltd., 


D. F. White, the first prize winner, 

receiving his diploma from EF. J 

Robertson, president of the Ad 
vertising Association. 


PRESS AT THE 
MOTOR SHOW 


No fewer than 30 entirely new 
British models are exhibited at 
this year’s Motor Show which 
opened at Earls Court yesterday 
(Wednesday). In all 300 cars are 
on show 

Tne motoring press is well 
represented, Publications or pub- 
lishers with stands include Auto 
sport, Cable Printing & Publishing 
Co., Ltd., Caravan Publications 
Ltd., liffe & Sons Ltd., Motor 
Commerce Ltd., Motor World 
Publishing Co., Ltd., Penton Pub- 
lishing Co., Ltd., Teesdale Pub 
lishing Co., Ltd., Temple Press 
Ltd. and Trader Publishing Co., 
Ltd. 

Several cars are displayed in 
sectionalised form including the 
Morris Minor saloon Many 
manufacturers are linking up with 
advertising--Michelin tyres stand 
is decorated with 20 miniature 
Michelin men. 

This year’s catalogue, which 
sells at 2s. 6d.. has nearly 500 
pages. All advertisements are 
facing matter. 


‘Centre-piece of 


Connolly Bros. 
world’s largest producers of 


upholstery leather, decided that their stand at this year’s Motor Show 


should be a “centre-piece of beauty and tasteful dignity.” 


A feature 


of the construction are the two maroon and stone coloured leather 
work doors, embossed with a gold coat of arms on each centre panel 


fashioned by Geoffrey Woolnough, of Woolnouegh Ltd 


craftsmen 


designers in leatherwork. 


15-van circus | 
boosts ‘Topps’ 


A convoy of 15 decorated vans 
toured London last week to pub 
licise the introduction of Topps, 
the first furniture cream contain 
ing silicones, which is being 
launched by FE. R. Howard Ltd 

Silicones will not allow any- 
thing to stick to them and E. R. 
Howard claim that their new pro 
duct will protect the surface of 
furniture with a glass-like skin 
which will remain for many 
months 

As exclusively announced in 
ADVERTISER'S WEPKLY On Sep- 
tember 24, the new product will 
be backed by extremely heavy 

advertising using large spaces in 
a wide range of media 

The campaign, handled by 
Sells Ltd., will be launched to- 
wards the end of the year when 
a wider distribution has been 
achieved. The slogan will be 
“Spin through your work with 
‘Topps’.” 

Topps is being marketed in a 
bottle with a wide base to make 
it practically unspillable 


Book annual 
for betrothed 


A book annual that will be 
sent free to couples whose engage 
ment is announced in The Times, 
Daily Telegraph, and other 
quality papers is So You're 
Engaged, which Rowse, Muir, 
who are associated with Auto 
Course, the motoring journal, 
and London Choice, the informa 
tion guide, hope to publish early 
in the New Year 

It is estimated that some 10,000 
engagements are announced in 
this way every year. ‘The book 
will also be oa sale in bookshops 
at 7s. 6d. per copy. First issue 
is expected to contain 250-300 
pages. of which some 50 will be 
advertisements. Advertisers al 
ready booked include: FPortnum 
& Mason, John Perring, Thor Ap 
pliances, Heal’s, Hoover, English 
Flectric. Moss Bros. Ascot 
heaters. Lawley’s, and Grosvenor 
House. Rate per page: £60 mono 
chrome, plus £10 per colour 


Women more brand 


conscious 
The third in the current series 


of Daily Herald 
reports. issued this 
with footwear 

Dealing with brand conscious 
ness, the report says: “It is of 
considerable interest to ascertain 
whether. and to what extent, the 
footwear buying public are aware 
of the brands of footwear they 
bought. This is the more impor 
tant since the number of brands 
on the market is very large 

“More women than men, re 
member the brand of footwear 
bought.” 


commodity 
week. deals 
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Ge OreLeoF 
18 play at 
Chestfield 


forty-cight attended the golf 

yet-together” of agency and 
newspaper personnel at ¢ hest 
ficld. Whitstable, Kent, They in 
cluded two guests, Jack Bottel! 
and Archie Swatton. 

Results were ~Morning 18-hole 
medal round 4s Nightingale 
(Provincia] Newspapers), prize 
presented by Richard Clark, a 
local player. Bassett Powell 
(The Times), prize presented by 

-orge Jackson. 

“a scratch score —Richard 
Clark, prize presented by Phil 
Lee 

The Sporting Record trophy for 
agency personnel was retained by 
( W. Hibbitt (the J. Walter 
Fhompson Co., Ltd.) on the last 
nine holes tying with E iB 
Robert (London Press Exchange 
1 td.). Prizes for the best first and 
second half scores were provided 
by W. Chappell (Blighty). The 
afternoon greensome — for the 
London Press Exchange and 
Hulton putters was won by Geo 
Snencer (The Scotsman) and 
fony Harris (Evening Standard) 
ind the runners up were pre 
sented with prizes by BE. H. Hull 
(Daily He ralid). 

Bobby Robert (Amalgamated 
Press) emerged the rabbit of the 
day for the John Pugh prize and 
the best caddie Stanley Delder 
field (The Sketch) collected two 
gallons of whelks provided by 
Messrs. Robert and Hibbitt, 
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ADVERTISING 
DIARY 


friday, October 25 ; 
” INCORPORATED SALes MANAGERS 


Association Week-end coutse on 
sales planning. Grantley Hall Adult 
College, of. Ripon, Yorks. 
Pomrerty Cis ov 
norovucn, W. D. Hardie 
vertising for sale in the retail 
trades.” 
Monday, October 26 n 
Fieet Steerer Prayers Shep 
pey" in aid of N A BS., Fortune 
Theatre (and Tuesday) 
Tuesday October 27 
Pomtcrry Cres or Lerps. 3-D 
Party. Capitol Ballroom : 
Reagent ADVERTISING cis 
A Fdward Jones on “Process 
Engraving’ (educational lecture) 
Pomtrciy Cin oF Noriinonam 
Fvening mecting Victoria Hotel 
wom 
Beaprorp Puaticrry ASSOCIATION 
Screen Advertising = by [heatre 
Publicity ltd 
Tharday, October 29 
Pow erry Cien oor Terps 
Ww J. Collins on “The cinema 
screen builds sales home and ex 
port." Great Northern Hotel 
ow pm 
ASSOCTATION or CIRCULATION 
PXPCuTIVES Speaker Graham 
Cawthorne Parhamentary corres 
pondent of the Sheffield Telegraph 
Connaught Rooms 1 pm 
Disptay Pronpucers ann SCREEN 
Peintees ASSOCIATION (Midland 
branch) Dance Old Crown an 
Cushion Birmingham 
Friday, October 30 
Liverroot aNnp Disterer Pur 
prrerry = ASSOCIATION Annual din 
ner and dance. Adelphi Hotel 


Wine tasting 
A wine tasting session at the 
Falstaff, Fleet Street, was ar 
ranged by the J. Walter Thomp 
son Co., on behalf of the Wine & 
Spirit Association of Great 
Britain and the Friends of Wine 


s 
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At the Fleet Street Column Club Golf Circle meeting: A group of 

prize winners. L. to r. H. H. 1. Gibbons, D. Gooch. J. Fit patrick 

D. Passmore, A. H. Mclsaac, M. A. Chavasse, J. Butler. §. H. Vincent 
E. W. Sellar 


Present and past captains at the F.S.C.C. autumn meectine—Harold 
Fish, “Dick” Simmons, Jack Everett, John Sime. Fred Slaughter, 
Frank Breeden. 


Fleet Street Column Club results 


Fred Slaughter was made a life 
member of the Fleet Street 
Column Club Golf Circle, at the 
annual general meeting which 
took place last Thursday at the 
end of the autumn meeting at 
Royal Wimbledon. He was also 
given a present from his many 
friends in the Circle, 

Jack Everett was elected cap- 
tain for the 1954 season. Other 
officers elected are: vice-captain, 
if. Dawson-Salmon; honorary 
treasurer, E, W. Sellar; honorary 
secretary, J, B. Fitzpatrick: com- 
mittee, F. J. Breeden. M. A. 
Chavasse, H. lan Fish, C. Glover, 
ID. Gooch, A. H. Melsaac, G. 
Millem, R. Nash and J. Sime 

Presentations were made to 
Don Gooch, who was warmly 
thanked for his work as honorary 
secretary for many years, and to 
John Sime for what Harold Fish 
described as his excellent work as 
captain during the past two vears. 

At the annual supper a cable 
of good wishes from a member, 
Jack Warburton, at present in 
Australia, and a telegram from 
the captain, honorary treasurer 
and secretary of N.A.G.S. were 
read. 

Results of the day's golf: The 
Glover Cup and replica (knock- 
out competition), presented by 
Cliffe Glover: M. A. Chavasse; 
runner-up (prize presented by 
H. Dawson-Salmon), J. Fitz- 
patrick, Captain’s Prize—D. Pass- 
more; runner-up, J. Butler; best 
first nine, N. M. Maclean; best 
second nine, Chavasse; hidden 
nine holes, Fitzpatrick; handicap 
16 or over, A. Melsaac; 
special prize, S. H. Vincent. 


Foursomes Passmore and 
G. Martin Lewis; runners-up, 
E. W. Sellar and H. Maughan; 
best first nine, H. H. I. Gibbons 
and Mclsaac; best second nine. 
Chavasse and Fitzpatrick 

Prizes, in addition to the Glover 
Cup, were presented by F. J. 
Breeden, D. R. Chrimes, J. Ever 
ett, D. Gooch, A. H. Mclsaac. 
lr. E. Rees, H. R. Simmons and 
J. Warburton 


, ‘ . 
NAGS 1954 fixtures 

Philip Hudgell, secretary, 
Newspaper and Advertisers’ 
Golfing Society, announces the 
following fixtures for next season 
under the captaincy of L. M. 
Masius 

Week-end meeting, April 2-4, 
at Sandwich; spring, Wednesday. 
May 12, at Walton Heath; sum- 
mer, Wednesday, July 14, at 
Berkshire; autumn, Wednesday. 
September 29, at Sunningdale or 
Wentworth. 

Mr. Hudgell also announces an 
error in the winner of this vear’s 
National Trade Press Trophy for 
the best aggregate at the spring 
and autumn meetings. The winner 
was Dennis Passmore, not 
P. W. G. Needham as announced 
at the recent prize-giving 


Football 


Pwo new members, G. §. Rovds 
and Tex Press (Drapers’ Record) 
have joined the London Advertis 
ing Football League for the new 
season. The date for the cup final 
has been brought forward to 
April 3. It is hoped to make this 
the “Two Freds” match of the 
winter, 


OcToBer 22, 1953 


She ffield 
Enthusiasm for 
packaging 


The Master Cutler, R. L. 
Walsh, told Sheffield Publicity 
Club that a competition and an 
exhibition are being arranged to 
encourage better packaging of 
cutlery. 

Because of the competition 
Sheffield was facing and was likely 
to face, Mr. Walsh said he wanted 
to show cutlers how beautiful 
their goods could look if they 
were better packed. 

“During my year of office, | 
have every intention of stressing 
the importance of advertising and 
marketing,” he added. 


Berks and Bucks 


Sir Winston and 
visual aids 

How a wartime Minister of 
Agriculture called in the aid of 
a display expert and had visual 
aids specially designed to over- 
come Sir Winston Churchill's dis- 
like of intricate statistical figures 
was described by Frank  L. 
Cyprien, managing director of 
Cyprien-Pratt Studios Ltd., when 
he addressed Berkshire branch of 
the Berks and Bucks Publicity 
Club at Reading on “Visual Aids 
to better production.” 


Leeds 


Burnt fingers 


Too many firms walk blindly 
into foreign markets without first 
carrying out market research, 

B. Cort, managing director, 
Colman, Prentis & Varley Export 
ltd., told the Publicity Club of 
Leeds. In consequence many of 
them had their fingers burned 
financially. 


Nottingham 

Aid to research 

Few business or professional 
men realise how much help in 
research they could get from 
their local library, F. C. Tighe, 
the city librarian, told the Pub 
licity Club of Nottingham. 


David P. Luke (left) receiving the 
chairs of office from the retiring 
chairman, Victor M. Woods, of 
the Publicity Club of Ireland. 
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‘Competitive TV 
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ADVERTISER'S WEPKLY 


gives finest opportunity 


of doing a PR job for advertising’ 


Cyrus Ducker says 
*TO FLOURISH NEW MEDIUM MUST SUIT 


THE POCKET OF 


ALL 


ADVERTISERS’ 


j powre is no justification for saying that competitive 
television would be the rich man’s advertising medium, 
according to Cyrus Ducker, chairman of the LI.P.A. Television 


Orange drink 
delivered with 
the milk 


Dairies, mainly in the mid- 
lands and the north, are being 
used by O. R. Groves Ltd. to 
market a new orange = drink, 
Sunkap. 

Groves are supplying dairies 
with special machinery tor pro 
duction, training operatives, ser- 
vicing the apparatus, and supply- 
ing and delivering = specially 
selected oranges 

It is being sold at three pence 
for third of a pint bottles which 
are distributed by dairy rounds- 
men. 

Four Co-operative Society 
dairies in Lancashire have taken 
an interest in Sunkap and it is 
now being sold by the Man- 
chester and Salford Society, the 
Beswick Society, the Droylsden 
Industrial Co-operative Society 
and the Oldham Co-operative 
Society. They are running exten- 
Sive press advertising. 

Publicity by O. R. Groves will 
be launched shortly. Agents are 
in the process of being appointed. 


Luxembourg’s next 


. 
audience survey 
Radio Luxembourg Advertis- 
ing Ltd. will hold its next audi- 
ence survey during the week 
Sunday, November 15, to Satur- 
day, November 21, inclusive. 
The survey will again be con 
ducted by Social Surveys Ltd. on 
the same lines as previously, ie 
a minimum of 2,000 interviews 
on each of seven days, covering 
more than 100 districts daily. It 
is the present plan to conduct a 
further survey towards the end of 
the winter and a third during the 
summer 


Collective publicity 


“We have now entered a period 


when collective trade 
will play an increasingly import- 
ant part in the distribution of 
furniture in this country and the 
volume involved,” said Henry J 
Sutcliffe, hon. treasurer, at a 
meeting of the national council 
of the National Association of 
Retail Furnishers on Tuesday 

He reviewed the work and 
activities of the national organis 
ation in America with special 
reference to collective trade pub- 
licity. 


publicity 


Advisory Panel. 


He told the Publicity Club of 
London on Monday: “If it is not 
going to be within the pocket of 
all advertisers it will not be 
representative, and I do not think 
that in the long term it could pos- 
sibly flourish.” 

Mr. Ducker believed that on 
the basis of five hours’ commer- 
cial TV per day, the revenue 
hrought in would make it quite 
possible to produce excellent 
programmes. 

“We have heard a lot about 
the need for public relations in 
advertising,” he said. “Here, pre- 
sented On a platter, is the finest 
single opportunity to do a pub- 
lic relations job for advertising 
that we have ever had. If this 
medium is set up in a way which 
is workable and economically 
sound, all these qoestions of taste 
and what is going on the air so 
far as advertising is concerned 
will satisfactorily solve them 
selves. 


‘Undreamed opportunities’ 

“I am sure that the medium of 
television will offer undreamed 
of opportunities for the creative 
man, even though that oppor- 
tunity is only in terms of the 
advertising that will appear in the 
course of the programmes.” 

To a questioner who asked 
whether the advent of the new 
medium would increase the size 
of advertising budgets, Mr. 
Ducker replied that it was not a 
question of competition with 
other media. The total expendi- 
ture on advertising had been 
going up for quite a few years. 
He did not think that hundreds of 
firms would suddenly be faced 
with the question whether they 
should cut poster or press adver- 
tising in order to get into the new 
medium. 

7 
Teenagers win 
contest 

Two Glasgow teenagers, Nan 
Hanna (19) and Marion Hamilton 
(15) have beaten thousands of 
drapery and chemist shops in a 
competition organised by Johnson 
& Johnson (Gt. Britain) Ltd... 
haby’s powder manufacturers. 
During September their little 
chemist’s shop in Dennistown 
showed a higher percentage sales 
increase on their average sales 
than any other in the country 

Their prize includes a two-day 
visit to London. where they can 
go anywhere they like. and an 
evening gown each, 


Group taken prior to the open inaugural meeting of the 
Incorporated Advertising Managers’ 
Seated (left to right) 
Eric 
Standing (left to right): John White, 
Arthur FP. 


branch, 
Hotel, Birmingham. 
Lawrence, Mrs. Luscott-Evans, 
Charles R. Bayliss. 

Yate, 


midlands 
Asssociation at Queens 
Norman Collins, Quentin 
Luscott-Evans, Leslie Hardern, 
Arthur WOE 

Upton 


Collins’ forecasts: London first. 
Birmingham within a few months 


Norman Collins, director, Asso 
ciated Broadcasting Development 
Co., Ltd., does not think that 
competitive television will affect 
press advertising adversely 

He told the midlands branch, 
Incorporated Advertising Mana- 
gers’ Association, that he did not 
expect even the temporary falling 
off that had taken place in the 
U.S.A, when sponsored television 
was introduced 

According to the Government 
White Paper there cou!d be three 
or four major stations on Band 3. 
he said. On Band 1, which was 
used by the B.B.C., there were 
possibilities of perhaps up to 10 
in the next two or three years 
This was likely to be the extent 
of development until super high 
frequency equipment was avail 
able. when 100 stations would be 
practicable—but this was a long 
way off. Within a year of licences 
being granted, competitive tele 
vision would be “on the air.” 


Linked stations 


The first studio to open would 
obviously be in London, and pos 
sihly a few months later Birmine- 
ham hecause of the ease with 
which it could be linked with 
London. Birmingham's first 
studios would prohably he in a 
disused garaee or furniture repo 
sitory or basement room 

The Government. Mr. Collins 
said. had not stated what limita 
tion was likely to be imposed on 
the extent advertising would he 
permissible, but elsewhere this 
was about 10 per cent and he 
thought this would most likely 
apply here. Problems would have 
to be faced: for instance, if the 
station put on a shopping guide 
programme. would it be con- 
sidered as advertising” 

With regard to the tvpe of pro 
grammes likely the News would 


be entirely separate from any ad 
vertising; there would be pro 
grammes for women during the 
day, for children in the evening, 
and one really good “peak” show 
each night The programmes 
would be produced and controlled 
by the station and not by adver- 
tisers. The big sporting events 
televised would not be broken 
into by advertising at crucial 
moments; neither would plays. 
It was unthinkable that adver 
tisers would tolerate anything 
which offended good taste. said 
Mr. Collins. Businesses which had 
built up goodwill over many 
many years would not throw it 
all away in half-an-hour’s tele 
Vision programme. The sugges 
tion by opronents of competitive 
television that it would lead to a 
lowering of the standard of pro 
grammes was grossly insulting to 
the people of this country 

Mr. Collins could give no indi 
cation of what rates were likely 
to be. In all probability the big 
advertisers would mononolise the 
“star” programmes, which would 
be linked throughout the country, 
but much valuable time would be 
available to the smaller and local 
advertiser This was where the 
benefit of local stations. broad 
casting local items, would be 
seen A store in Birmingham 
could, for instance, advertise to 
local women during the day to 
great advantage 


‘Local advertising’ 

Harry Alan Towers told Brad 
ford Publicit Association that 
when competitive television starts 
he would like to see a proportion 
of the programmes devoted to 
local advertising 

“This would mean that during 
certain hours of the day wave- 
leneths would not be available to 
national advertisers,” he said 
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George Towers joins 
board of Masius & 


. 
Fergusson 

George Towers has been ap 
pointed to the board of Masius & 
Fergusson Ltd. 

He joined the agency when it 
was known as Lord & Thomas 
Ltd. in 1932 
The name of 
the agency 
was changed 
while he was 
on war ser- 
vice, Shortly 
after his re- 
Dh] turn he was 
’ made art 
director. 

Recently 
Mr. ‘Towers 
has played a 

" major part 

in the 

launching of several new products 

by Masius & Fergusson including 

Dunhill cigarettes, Babycham and 

Dextrosal, At the moment he is 
working on promotions for Pepsi- 

Cola for which the agency was 

recently appointed. 
* * 


* 

Donald Gardner, art director of 
Stuart Advertising Agency, and a 
leading typographer, has just been 
appointed to the board of direc- 
tors. He has been with the firm 
for 20 years. 

* * - 

After seven years in the air- 
craft industry, J. R. Bushby has 
resigned as assistant publicity 
manager to Short Brothers and 
Harland Ltd, Belfast, to join 
Donald Macdonald (Advertising) 
Ltd., Manchester, as account 
executive specialising in technical 
and engineering accounts, 


PR man chosen as 
election candidate 


Colin Hodgkinson, who has 
been adopted as prospective Con- 
servative candidate for S.W. 
Islington, is a public relations 
executive with Editorial Services 
Ltd. He lost both legs in a mid 
air collision in 1940 while train- 
ing with the Fleet Air Arm, but 
started flying again in 1941, and 
like Group Captain Bader, flew 
in many Operations with two tin 
legs. On a flight before D-Day, 
his engine failed and he was taken 
prisoner, but talked his way into 
repatriation after six months of 
captivity, and returned to fly 
Spitfires for the rest of the war 


The annual general meeting of 
the Guild of British Newspaper 
Editors was held in London on 
Tuesday. Guest speaker at lun- 
cheon was Sir David Maxwell 
Fyfe, the Home _— Secretary. 
Francis Graves, editor of the 
Windsor, Slough and Eton 
Express was appointed president 
for 1953-54 and David Prosser, 
editor of the Western Mail, vice- 
president. The present Guild 
representatives on the joint edi- 
torial committee were re-elected, 
namely, T. D. Copeman, Eastern 
Daily Press, D. R. Prosser, West- 
ern Mail, F, K. Gardiner, Shef- 
field Telegraph, C. F. Carr, 
Southern Daily Echo, Willie C. 
Clissitt, Liverpool Evening 
Express, B, D. Whiteaker, Express 
and Star, Wolverhampton, R, E. 
Wilson, Stockport Advertiser, 
A. W. Janes, Bedfordshire Times, 
L., Crisp, Middlesex Advertiser. 

* * * 


James Gardner, the designer, 
has joined City Display Organisa- 
tion as design consultant and 
adviser to the company’s account 
executives. He will vet every 
design before it reaches produc- 
tion stage, 

* * * 


Victor Royle, circulation man- 
ager of The Times, has this week 
— 40 years service on the 
staff, 
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Donald Gardner 


A. H. Collyer has been ap- 
pointed advertising manager of 
Morphy-Richards Ltd. He was 
formerly advertising manager for 
Vidor Ltd. and Burndept Ltd. 

* * 


Admiral Sir Charles Daniel is 
joining the board of Sidney- 
Barton Lid. He is chairman of 
the advisory committee which 
was set up by the government to 
inquire into sponsored TV. 

- * * 


L. D. Wood, formerly sales 
manager, W. G. Clarke & Sons 
(1929) Ltd., of Lendon, has been 
appointed as sales manager of the 
consumer products division of 
James A. Jobling & Co., Ltd., 
makers of Pyrex oven glassware 


* * * 


A, J. S. Butler, publicity man- 
ager to Batger & Co., Ltd., and 
his wife, Audrey, received their 
M.A. degrees at the same degree 
ceremony in Oxford last week. 
Mr. Butler was at Worcester Col- 
lege and his wife at Somerville. 
They met during their first term. 


On Friday last, C, & E. Layton Ltd. celebrated the fifth anniversary of 
the establishment of the Layton Service in Birmingham. Represer- 
tatives of the advertising profession in the Midlands were entertained 
to lunch and, in the evening, over 100 employees in Birmingham 
attended a dinner given by the firm at Stratford-upon-Avon. Howard 
Riddell is seen above presenting a gold watch to C. H. Moss, the 
Birmingham works manager, who has completed 21 years’ service with 
the company, R. T, J. Wright, Midlands general manager, is holding 
a watching brief in the centre. 


L. D. Wood 
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J. R. Bushby 


Ralph Morpurgo has been ap- 
pointed a director of Albert Mil- 
hado & Co., 

Pe. “orem Ltd. After 
& service with 
the Royal 
Nether- 
lands Aijr 
Force during 
the war 
(when he 
was awarded 
the Dutch 
rFivying 


y Cross), he 
Be joined the 
company in 
1947 asa 


representative and subsequently 
became manager in January 1948. 
* * * 


Paul Usher and K. S. Harrison 
have joined the creative depart- 
ment of W. H. Gollings & Asso- 
cites Ltd. Mr. Usher has recently 
returned from Khartoum where 
he was deputy manager of Sudan 
Publicity. 


* * * 

W. Haythorn-Thwaite, founder 
and managing director of W. 
Haythorn-Thwaite Ltd. New 
Zealand advertising agency with 
its head office at Auckland. is in 
London on a business visit, 

* * * 


In our issue of October 8 
Major Sedgwick Fookes was 
described as senior advertisement 
representative of the Evening 
Standard. This position is, in 
fact, held by A. E. Dale. 


OBITUARY 
W. H. Skinner 


W. Harold Skinner, a director 
of Allied Advertising (London) 
Ltd. and of the Hants & Sussex 
Printing and Publishing Co., Ltd., 
died in hospital last Friday, after 
a brief illness. 

Mr. Skinner has been closely 
associated with these two com- 
panies since his earliest days, and 
started his business life at the 
Emsworth office of the latter 
company in 1908. After serving 
in the 1914-18 war, he came to 
London with the late L. V. 
Rogers, and together they built 
up the firm of L. V. Rogers & 
Co. subsequently incorporated in 
Allied Advertising (London) Ltd. 


A.B.C. Figures 
Jan. to June 1953 


CAMBRIDGESHIRE TIMES GROUP ‘°F: 
65,321 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative: ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


Tel. Central 9353 
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Don’t tell me 
THEY can afford a car? 


I don’t see why not. They are obviously ordinary folk, but they’re the 
ones with the money to spend nowadays. 


With the biggest daily net 
sale on earth, the 
DAILY MIRROR 
Enough to buy a car ? offers the most powerful 
mass market coverage in 


Certainly. There are probably three wage earners in that family with a the history of daily 


total income of £20 or {£25 a week. You can soon buy a car with that 
sort of money. Especially when your overheads are low and you probably newspapers at the lowest 
live in a council house. square inch per thousand 


rate of all national 


Are there many families like that do you think ? dailies 


Far more than most people realise. Do you know that according to the 
Oxford University Institute of Statistics, nearly half the cars in this 
country are owned by people earning less than {£12 a week ? Oh yes, 
they can afford to buy a car alright. When planning 


your schedules, you 


DAILY MIRROR cau hase waite 
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Austin, Bovril and other 
big advertisers join ABC 


Since John Coope (deputy chairman, Daily Mirror Newspapers 
Lid.) became chairman of the Audit Bureau of Circulations in 
April, membership bas increased by 55 to a record figure of 906, 
and more applications are still being received. 


Even more remarkable than the 
number of new members ts their 
quality, The 11 new advertisers 
include some of the biggest firms 
in the country. ‘There are also 
notable names among the 27 ad 
vertising agents and 17 publica 
tions, 

Mr. Coope, whose vigorous 
drive for new members continues 
unabated, 
says: “I am 
particularly 
Pleased with 
the quality 
of the adver 
tisers. It re 
veals a rapid 
ly growing 
realisation of 
the value of 
the A.BC. 
to the adver 
tising busi 
ness as a 
whole. More 

John Coope and more 
advertisers 
and agents 

are anxious to lend it support.” 

The new members are: 

Advertisers: Aristoe Ltd, 
Austin Motor Company Ltd., 
Bovril Ltd., British Celanese Ltd., 
Catesbys Ltd., C. & J. Clark Ltd... 
County Chemical Co.,Ltd, 
Crookes Laboratories Ltd., Dae 
Health Laboratories Ltd., Evei 
Ready Co, (Great Britain) Ltd., 
W. B. Hoseason. 

Advertising agents: Frederick 
Aldridge Ltd., R. Anderson (Ad 
vertising) Co., Ltd., Arks Pubh 
city Lid., A-T.A, Advertising Ltd., 
Austen-Johnson Advertising Ltd, 
Barker, Drabble & Co., D. Brook 
Hart Company, Conroy Wykes 
Advertising Ltd., Crane Publicity 
Lid.. Dolan Davis Whitcombe & 
Stewart Ltd., Mark Fawdry Ltd., 
Gorings Ltd., Gould & Portmans 
Ltd., John Hart & Co., BE. W. Har- 
wood Ltd, Holman Advertising 
Ltd., Jackson’s Advertising Ser- 
vice Ltd., Kingham Advertising 
Agency Ltd, Kingscott Ltd, 
H. < Longley Ltd, Lovell & 
Rupert Curtis Ltd., W. A. Mar 
low. Howard Panton Ltd. Pratt 
& Co, (Advertising) Ltd., Robert 
Sharp & Partners, “Townend 
Smith & Hardy Ltd... Wydell’s 
Advertising Service 

Publications: Areyling Times, 
The Argus (Drogheda), Dew shury 
Reporter series, East Kent Mer 
cury, Electrical Industries Export, 
Farmers Journal, Journal of the 
Roval Sanitary Institute, Kilmar 
nock Standard, Merthyr Express, 
Pontypridd Observer and 
Rhondda Leader series, Norfolk 
Chronicle, Pony, Scientifi 
Worker, Scottish Home A 
Country, Strabane Weekly News, 
Tyrone Constitution, Waterford 
Star. Yorkshire Evening Press 


| Ticket omelle 


of vanilla 


A nation-wide direct mailing to 
ice cream manufacturers is being 
launched by Maison Flamant 
Ltd., of 32 Shaftesbury Avenue, 
W.1, manufacturers of essences, 
flavours and colours, this week 
The firm, whose products have 
the generic title of Flarome, will 
be exhibiting vanilla paste, lollic 
syrup and essences in’ many 
flavours and other products at 
this year’s Dairy Show, and will 
follow their first mailing with 
three others this year and next 

Unusual four dimensional 
touch the admission ticket to 
the Dairy Show, which is included 
in the first mailing shot, will emit 
a vanilla aroma imparted to jt by 
Flarome vanilla paste 

A feature of the stand will be 
a giant Flerome vanilla paste 
carton, which constitutes — the 
office for the firm’s exhibition 
staff. At the front of the stand, 
from another larger-than-life 
carton, a vanilla orchid will grow 
into a stvlised tree with branches 
bearing vanilla cartons 

A circular seat and information 
unit, incorporating a display of 
essences, will be centred on the 
stand. The essences will be 
featured in many flavours 

The direct mail scheme was 
devised by Chadwick Latz and the 
stand was designed and built by 
Animod (Models) Engineering 
Litd.. of Putney. 


Advertisers asked: 
‘Use safety slogans’ 


An appeal to national adver- 
tisers to devote part of their space 
to road safety slogans was made 
by Major General BK. Young, 
director general of the Royal 
Society for the Prevention of 
Accidents, at a press conference 
io launch Road Safety Week last 
Thursday. 

He described the Week as the 
greatest mass attack yet launched 
on the problem of road accidents. 
Theme of the week is “Better 
Roadmanship.” 


Guide on travelling 


exhibitions 

A book giving technical guid 
ance in organising, preparing and 
packing travelling exhibitions has 
been produced by UNESCO. 
With 111 pages, the volume in 
cludes 40 pages of photographs 
together with practical diagrams 
It is being sold through Her 
Majesty's Stationery Office, price 
10s. 6d. 
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This was one of the stands by Cook's Display Productions Ltd. at the Shoe 
and Leather Fair. 


‘Politics’ in ads.: Court reject 
income tax allowance claim 


The High Court has held that 
the cost of issuing advertisements 
containing political propaganda 
of a general nature is not a 
deductible expense for the pur- 
pose of income tax. 

In allowing an appeal by the 
Crown against a decision of the 
General Commissioners for the 
City of London, Mr. Justice 
Dankwerts decided that the sum 
of £2,550, being the cost of ci 
culating and advertising in The 
Times and the Financial Times 
a Statement entitled “Supple 
mentary Remarks.’ made by 
H. Ashworth Hope, the chairman 
of Kramat Pala; Ltd, Southern 
Malayan Tin Dredging Ltd.. and 
Malayan Tin Dredging Ltd. at 
an annual general meeting of the 
companies, was not “wholly and 
exclusively” laid out far the pur 
pose of the companies’ trade and 
so was not deductible under rule 
3a of Schedule D 

In giving judgment, Mr. Justice 
Dankwerts said that the “Supple 
mentary Remarks” contained 
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During the New Zealand air race 
great interest was shown by the pub- 
lic in the race route map displaved 
in the windows of B.E.A.’s Dorland 
Hall booking office, Lower Regent 
Street, WA. The location of cach 
competing aircraft was indicated by 
a large coloured pin and as soon as 
information was received of the race 


by the specially organised press 
centre in Dorland House, the pins 
were moved accordingly Passer 


hy, theretore, had before them an up 
to the minute picture of the progress 
of each aircraft from start to finish 


throughout an attack on the 
policy of the Socialist Govern- 
ment which was still in office at 
the time of the annual general 
meeting in 1949. The author did 
not say that he was addressing 
the shareholders of the com 
panies. It was only incidentally 
that the chairman discussed the 
effects of Socialist policy on the 
tin industry. For this reason the 
cost of the advertisements could 
not be said to be wholly and ex 
clusively laid out for the purpose 
of the companies’ trade. 


Mr. Cube case is 


recalled 

A legal expert writes 

The rules of law governing 
this type of advertisement (which 
were applied in the present case) 
were laid down in the “Mr. 
Cube” case earlier this year. In 
that case the Court of Appeal 
held that money expended by 
late & Lyle on anti-nationalisa 
tion advertising which was in- 
curred because of a genuine 
belief that nationalisation, which 
would involve the loss to. the 
company of its assets and busi- 
ness, Was imminent, was a de- 
ductible expense for the purpose 
of tax. An appeal by the Crown 
to the House of Lords against 
this decision is pending. 

In the Tate & Lyle case (the 
first in which this point came be- 
fore the courts in this country) 
the court laid down that: “Pav- 
ments made for the purpose of 
preserving the assets or goodwill 
of a business, and thereby safe- 
guarding its earning capacity. and 
payments for protecting the trader 
from losses in his trade or from 
being deprived of the means of 
carrying it on, may be wholly and 
exclusively laid out for the pur 
poses of the trade just as much 
is Dayments made for the imme 
diate purpose of producing or 
increasing profits.” 

Ihe difference in the present 
cause was that the court held that 
the propaganda had no direct 
bearing on the trade of the com 
panies concerned. 
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\OVERTISER’S WEERLY 


Good Housekeeping 


is as much a specialist journal for the 
home as is a motoring magazine 
to the enthusiastic motorist 


or a gardening journal to a gardener 


Remember this when planning your 


clients’ advertising campaigns for 1954. 


Just look at the November issue which is typical of the 
specialist appeal of Good Housekeeping. 


Good Housekeeping Britain's foremost home magazine. 


And remember, every advertisement in Good Housekeeping 
is guaranteed. 


THE NATIONAL MAGAZINE CO. LTD., 28/30 GROSVENOR GARDENS, 
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ADVERTISER'S WEEKLY 


Space use their Dan Dare 


ray guns 


men 


Tie week grows 


Haig-McAlister Ltd have 
been re-appointed to handle 
the promotion of nati 1 Tie 


Week next year, Scheduled for 
June (the exact date has yet 
to be decided) more ambitious 
plans are being made fer 1954. 
lie Week is sponsored by the 
lie Manufacturers Association. 


ADMISSiCW 26 


Some SOOO of these 
the 183 Cyele Show will 
hye appearing in the 

Counties and Midlands, on main 
line railway” stations, om the 
London Underground and in the 
suburbs, lt way designed by the 
vih-committee Of the organisers, 


posters for 


soon 


Home 


The British Cycle and Motor 

Cvele Manufacturers Traders 

Union Ltd Milly & Rocklevs 

Lad and Godbolds Lid are 

handling the poster campaign 
jointly 


ENTERPRISES 


Ten million “Eagle,” “Girl,” 
and “Robin” articles have been 
sold since Hulton Enterprises 
was launched less than three 
years ago. 

Scores of leading manufacturers 
are now producing an astonishing 
range of goods under licence 
They include space suits, cowboy 
outfits, goggles, projector viewers 


and films, “sonic ray” pistols, 
space ship construction games, 
helmets, holsters, badges, spurs 


stereoscopic toys, greeting cards, 
action pocket watches, stencil sets. 
interplanetary space stamps,” 
school satchels, masks, torches, 
field glasses, mouth organs and 
accordions, rucksacks, modelling 
outfits, transfer booklets, lamp 
shades, dolls, shirts, rubber cow 
hoy boots, blouses, caps, pyjamas, 
gauntlets, leather jackets, turn 
over-top socks, lumber suits, and 
many other articles of clothing 
games, and toys 


No competing products 
Every product is quite distinct 
from any other in the same cate- 
gory, so that no two Hulton 
Enterprise lines are ever in com 
petition, John Myers, manager of 
Hulton Enterprises, explains, The 


rigorous licence conditions safe- 
guard quality, while the huge 
production quantities allow of 


moderate prices, A nylon-bristle 
hair brush, for instance, sells at 
2s. Hid.!) One line, a plastic tele 
scope with Dan Dare on the 
cover, has already sold to a total 
of half-a-million, Great care ts 
paid to detail, The schoolboys’ 
caps, for instance, have rubber 
bands inside the peaks so that 
they cannot be cracked or broken 


Special packs 

Particular attention ts also de 
voted to one merchandising angle 
on which toys have in the past 
tended to be weak--packaging. A 
notable example is a_ log-cabin 
pack for a pair of “Riders of the 
Range” rubber boots. Much of 
the printing and colour work 
which J. & L. Randall Ltd., of 
Potters Bar, have carried out on 
the space ship and games packs ts 
well above the usual quality of 
toy packs. All packaging is, of 
course, vetted by Hulton Enter- 
prises, who also do a great deal 
of the art work 
(See Mainly Personal, page 220) 


‘Daily Sketch’ banned 


The Irish Censorship Board 
have banned the Daily Sketch 
for three months, and Picture 


Post for a period not stated 


"ere BRISTOL BRITANNIA .. . 


19? 


“Riders of the Range 


hoots are 


Ocioper 22. 1953 


Dan Dare and Co. sell 10 million articles 
PROGRESS OF HULTON 


sold im a log cabin pack 


Agency course on workings of 
their traffie department 


Roy Church, Foote. Cone & 
Belding’s traffic department man- 
ager, 1s now conducting a three 
weeks course for F.C.B. staff on 
the workings of the traffic depart 
ment. or the past three years 
this has been an annual event 

Mr. Church’s memories of this 
key contro] department in a 
modern advertising agency, go 
back to its beginnings in F.C.B. 
in 1946, since when over 36,000 
jobs have passed through the 
hands of its staff of seven. 

At peak periods over 700 sep- 
arate yobs at any one time have 


been kept 
“tabbed” in 
traffic and 
the rate of 
flow rarely 
drops below 
550 jobs. In 
1952 $589 
jobs were 


successfully 
initiated, 
checked and 
completed to 
time, 

A steady 
stream of 
visitors come 
to see and 
study this department, all of them 
agency people or advertisers’ 
staffs, including F.C.B.’s overseas 
affiliate agencies, several of which 
have since installed their own 
traffic departments 

Mr. Church ts explaining to 
students that “traffic” exists to 
do three things. to ensure that 
every job in the agency is com- 
pleted in time; to act as every 
account executive’s memory—re- 
minding him of things well before 
they need to be put in hand: and 
to ensure that account executives 
are kept free to do their job 100 
per cent for the client —in per 
sonal contact, administration, 


Roy Church 


creative planning, etc. “Traffic 
iS the agency's nerve centre 

It gets its raw material from 
such things as contact reports, 
space orders, Minutes of Meetings. 
account executives’ Memoranda 
to name only the main sources 

Every job in the agency is in 
iuated in “traffic” and accom 
panied throughout its course by a 
“requisition” card that gives all 
information, action and dates re 
quired. From duplicates “traffic” 


staff personally ensure that the 
timetable ts adhered to. Wall 
chart) schedules and specially 


tabbed card-indexes complete the 
staff's equipment and very close 
liaison has been maintained from 
the outset with F.C.B.’s produc 
tion department. The majority of 
jobs cover presentations, promo- 
tion material, artwork, visualising, 
copy, photoprints and the like 


At th, 
hy Gordon & Gotch Advertising 
Ltd. to celebrate the cente nary ot 


luncheon giver last week 


ity parent company, Gordon & 
Gotch Ltd. The chairman, Leslie 
W. Berrill, ard the managing 
director, J. H. Cocks, welcome a 
client, Councillor H Browne 
director, Mark Pavne Ltd 


.. . allied to the West Country 


sristoL LVENING POST 


with more than 132,000 daily circulation 


Head Office: SILVER STREET aad BROADMEAD, BRISTOL 


on Office: 8S FLEET STREET, E.C.4. 
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The XXVIIIth International C -ycle & Motor Cycle Show, London 


# SPECIAL SHOW NUMBERS 


November 12th November 19th 


Press Date Nov. 3rd Press Date Nov, 10th 


Published by 
TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1 
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Miah Lhe showman outdated? 


WARPATH 


Advertising, roused from its 
apathy by the diatribes of its 
critics eminent and otherwise 

hus at last made up its mind 
to fight back. And it has 
armed itself for the fray. 

This is the significance of the 
statement by EF, J. Robertson, 
president of the Advertising 
Association, at the annual din- 
ver of the Society of Diploma 
Holders, 

“We are not going to sit down 
any longer and listen to people 
who traduce advertising,” he 
declared. “They will be hit on 
the head the moment they open 
their mouths.” 

In these blunt words is the clarion 
call to action advertising has so 
long awaited. 


Clubs await guidance 


Details of the Advertising Asso- 
ciation plan to implement that 
part of the Miles Thomas Ke- 
port that stresses the need for 
a public relations campaign for 
advertising will be eagerly 
awaited. 

The club movement, in particu- 
lar, is impatient to go ahead 
and only awaits guidance from 
its central body. 

In the clubs is to be found the 
rank and file of the army that 
must fight to establish greater 
public confidence in advertising. 

The task of this army will be 
primarily an educational one 
to get out among the people 
and tell them what advertising 
is, how it works, and about the 
social and economic benefits it 
provides, 


Twofold function 


Ihe function of public relations 
for advertising must be two- 
fold. To hit back, and hard. 
with the weapons of fact and 
logic, when advertising is tra- 
duced that is imperative. 

But the campaign must be offen- 
sive as well as defensive Ut 
must not only demolish the 
fallacious arguments of the 
traducers, but must construct a 
strong and enduring edifice of 
public understanding and 
respect. 

This will demand sound, but less 
sensational tactics, and will be 
a continuing job. Advertising, 
having set its hand to the 
plough, must be prepared to 
plough «a long, long furrow. 
The reward of perseverance 
will be a harvest well worth 
the reaping. 


T. B LAWRENCE LTD. 
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2 4 CLEMENTS INN, LONDON, W.C.2 


I will be said that advertis- 

ing Was easy In my young 
days, and so it was in compari- 
son with what has to be given 
in the way of service to-day. 

It will be said that advertisers 
had a clear field, that people were 
the more easily impressed, that 
competition had hardly begun 

Does that account for the fact 
that so many remember those 
carly posters? Who has replaced 
fom Brown, John Hassall, Will 
Owen, Phil May, Frank Reynolds, 
Harry Rowntree, and Chas. 
Pears? Barriball and McKnight 
Kauffiner have had a run, and, of 
outstanding are Gilroy 

Harrison, | should say 
that the two latter have had a 
similar impact on the public as 
the poster artists of the old days 

fom Eckersley, Abram Games, 
Henrion and others rightly place 
poster art on a high plane, but 
their work is rather more applic- 
able to propaganda than con- 
sumer advertising 

The technical standard = of 
posters is good, but generally they 

lack force 
and ideas. 
There is a 
great 
advance in 
solus sites, 
$ pectaculars 
and 3-di- 
men sionals, 
Has the 
Atora Ox- 
Wagon ever 
been beaten? 
Will 
ings, 
later i 
fridges, openings ever be beaten” 

Some say that the day of the 
individuatist and the showman 
has passed. It is the day of the 
group, the creative team, the plans 
board, ete. Have we seen so 
much. done so much, that nothing 
eXcites Us any More? Has every 
thing levelled up so much that 
nothing ry outstanding? 

I can go from the man-lifting 
kiies of Colonel Cody (Buffalo 
Bill) to the twenty-four hour flight 
to New Zealand Which made 
the most lasting impression? 

lo-day we have to compete 
with the manufactured entertain 
ment of films, radio. television 
ind sport for a place in the minds 
of young and old, quite apart 
from startling events which crop 
up daily 

We use the cinema to advantage 
with some excellent quickies and 
longer films, especially in colour 

Commercial television looms 


course, 


and F, ¢ 


large, and it will be used under 
safeguards to maintain standards. 
It is overdue now, as fresh blood 
is sorely needed and would be a 
mutual benefit to both television 
and advertising. 

Now what of advertising at the 
moment? [| think the batch of 
autumn announcements now ap 
pearing is first-rate in technique, 


GUEST COLUMN 
by 
F. JOHN ROE, 
chairman, F. John Roe Ltd. 


POORER EEE H EEE H HOHE EHO EEES 


and in presentation. It ts safe, 
sane and serious, and far removed 
from the inanities of war and 
early post-war 

Does advertising have to be 
outstandingly original, and is it 
so? It would he difficult to think 
of anv brilliantly original adver 
tisine at the moment Mav he 
some good ones are submerged in 
the spate now flowing 


years 


return to 
more copy 
Clear, crea- 


I see a pronounced 
“reason why,” and 
Hovis ts an example 
tive thinking without flamboy 
ance. I believe that it sells more 
brown bread 

Is the showman outdated? = Is 
advertising so respectable and 


What is described as “one of 
the biggest sales promotion 
campaigns ever” is to be 
launched next month by a 
leading domestic equipment 
firm. All media will be used 
and there will be a national 
“Week.” 

Self-service for gramophone 
records 1s to start in London 
Shoppers will be able to hear 
the latest records by picking 
up a colour coded telephone 
eur-piece. 

Exhibitions will form the 
spearhead of new hard-sell- 
ing campaigns to be run 
throughout Britain this win- 
ter for electrical appliances. 
The serious daily newspapers 
are considering special pub 
licity ellorts to meet the 


resultful that it can afford to iz- 
nore the individualist? It would 
be heartening to see a modern 
stunt exploited in the old- 
fashioned way. Where is the 
flair, the colour, the excitement? 

And of our leaders? We have 
many behind the scenes, but few 
in front of the curtain Many 
more will be needed to state the 
case for advertising soon to be 
prepared by our back-room boys 
Such individualists as Sir Miles 
Thomas and Lord Mackintosh 
courageous, quick thinking, sin 
cere, could be taken as a pattern, 
but we require many more to 
measure up to them and their con- 
ceptions of advertising as a worth- 
while essential force. 

1 agree that coveted 
should be hard earned. I agree 
that the intake of vouth should 
be more selective. but do not let 
us develop only a race of tech 
nicians to “mechanise” advert: 
ing. Ideas must be created, not 
copied. 

It is feasible that there were 
so few exploiters and so little to 
exploit in the past, that exploits 
were outstanding. To those born 
to advertising in recent, especially 
post-war years, to-day’s achieve- 
ments may in the main be ac 
counted exceptional. They are 
rightfully proud of good adver 
tising, as we all are. Keep it that 
way and silence all detractors 


imitials 


challenge of the new daily 
Recorder which is due to 
appear next week. 

Many Christmas packs this 
year are having their sea- 
sonal flavour confined to 
wrappers which can be re- 
moved as soon as the festive 
season is over. 

More manufacturers are 
mixing their products in gift 
packs which can be broken 
up if not sold for presents 


When the scheme for public 
relations for advertising is 
put into operation, leading 
personalities in the business 
will be urged to stump the 
country putting the case 
over on public platforms. 


ROUND TABLE 
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URE “READERSHIP” BY 


ADVERTISER'S WEEKLY 


but check by watching people read 


rs ISTICS help to count and classify 
WJthe “readers” your money will buy 
but when you're planning an advertisement 
campaign, you also want to know. the 
character of the readership you're getting 

With The Reader's Digest, you know you 
are reaching men and women interested 
and ready to be interested —in almost any 
thing. People whose alertness to new tdeus, 
new developments, gives them a 
influence on their friends. 

And they are readers. The Reader's Digest 
is edited for readership appeai, not visual 


certain 


appeal. (A world sale of over 174 million 
proves how well this formula works.) Each 
issue tS designed to be read, browsed over, 
returned to again, passed round the family. 

In such a setting, experience shows that 
advertisements have the maximum likelihood 
of being read — not merely skimmed over with 
a quick glance 


Circulation guarantee — 850,900 


When you buy space in this magazine-that- 
is-really-read, you not only buy quality of 
readership; you also buy quantity. You buy 


IN FULL COLOUR 


Less than 17°, above black-and-white! Compared with the rates in other magazines, see 
how low the cost per colour page per thousand readers is for reaching: 


IN BLACK-AND-WHITE 

In cost per page per 1000 readers 
at rates currenton July Ist, 19$3, 
The Reader's Digest, of all maga- 
zines, is the cheapest forreaching 


Over 4: million readers 

Over 2} million ABC readers 
Over a million AB readers 

Over 2) million men 

Over |{ million ABC men 

Over a million ABC women 
Almost | a million AB women 
Over | a million car owners 

Cvor 2) million cigarette smokers 
Almost j million house owners 


A TOTAL OF 
4,520,000 READERS - - - - 


2,300,000 ABC class men and women 
1,090,000 AB class men and women - 
1,900,000 men and women aged 16-34 


2,§20,000 cigarette smokers +--+ = 


Cost per 
colour page 
per thousand 

readers 


- 2/9 
55 
11/6 
6/7 
411 


1,360,000 housewives - « « = = 
1,690,000 © beauty-conscious ” women 
$80,000 car Owners -_ + = = * 


740,000 house owners - - - «+ = 


a guaranteed circulation of 850,000. And, 
because The Reader's Digest is very seldom 
thrown away, but kept, passed right round 
the family and then on to friends, you buy 
a readership of 44 million.* In fact, you 
get all the advantages of close, attentive 
readership in the home, plus the circulation 
figures of a mass medium 


PAGE RATES: Black & white £535 

Full colour £625 
“Buy lines"’— a small-ads. feature with personal- 
ized selling: £150 per insertion, including produc- 
tion costs. (Write to us for further details) 


(Cost per 
colour page 
per thousand 

readers 


6/7 
9/2 


A TOTAL OF 
1,910,000 WOMEN - - - - - 


11/6 
21/6 
16/11 


*All readership figures are quoted from the Hulton Readership Survey 1953 


THE ADVERTISEMENT DIRECTOR: 1 ALBEMAKLE STREET, LONDON, ®.1, 
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Training for advertising—2 


Needs of each 


OcTOBER 22, 1953 


The advertising manager 


individual 


must shape training plan 


By E. WARD BURTON, F.LP.A. 


Immediate past chairman, Institute of Incorporated Practitioners in Advertising 
education committee; director, T. Booth Waddicor & Partners Ltd 


I it is difficult to generalise 

on the subject of agency 
training it is a thousandfold 
more difficult to lay down the 
law, So to speak, on the train 
ing of embryo advertising man 
agers. 

I have been one myself and 1 
have known over a hundred men 
and women who have filled this 
important post, in nearly as many 
different kinds of organisation 
Quite a number of these arrived 
in the job possessing admirable 
credentials as executives in other 
branches of business but withou! 
any real idea as to how advertis 
ing schemes come into existence 

The advertising managers | 
have known have been recruited 
mainly in three different ways 

By transfer from the agency 
field. 

By promotion from a junior 
position in an advertising de 
partment 

Ry appointment from a non 
advertising job within their own 
organisation 
Obviously one scheme of train 

ing cannot be applied to people 
with such widely differing back 
grounds, but some basic con 
siderations do apply 

In the comments which follow 
1 am deliberately cutting out of 
consideration some of the most 
important of advertising mana 
gers ic. those supervising the 
advertising of big stores; they are 
virtually heads of specialised ad 
vertising agencies and their train 
ing is More On agency lines 

Now, the job of the average ad 
vertising Manager is primarily to 
act as latson between the sales 
department and the advertising 
agency. so it ts of primary impor 
tance that he or she should know 
a very great deal about the goods 
or services to be sold. How deep 
this knowledge should go and 
how technical it should be, will 
vary from business to business 
At all costs the knowledge must 
be sufficiently comprehensive to 
enable a brief to be prepared for 
the advertising agents — not ideally 
as a guide to what they should 
sav, but more as a digest of all 
the information available and 
equally important, to enable 
statements in copy to be checked 

There is, of course, no subst; 
tute for the personal visits of 
agency visualisers and copy 


Though it is impossible to apply any one scheme of training for 
advertising managers, because they have such widely differing 
backgrounds, Mir. Ward Burton makes these suggestions: 


@ Stud) 


proving of real worth 


for the Diploma of the Advertising Association ts 


@ ft iy a good plan for a trainee advertising manager to spend 


a period in an agency, so that he can 


vo round.” 


“see how the wheels 


@ In the provinces, the clubs are the natural centres of educa- 


tional effort. They 


should do more in this field to help 


vounger people outside the orbit of agency training. 
In his third and final article. Mr. Ward Burton will discuss the 
suggestion that a College of Advertising should be established 


writers, us well as account exccu- 
tives to factories, to internal con 
ferences and to distributing out 
lets, etc. Good creative thinking 
usually starts from personal con- 
tact with the making, the selling 
and the using of the article to be 
advertised, It is an important part 
of the job of the advertising man 
ager to stimulate this kind of re 
search and to assist jn its applica- 
tion, 


Core of the problem 


The question frequently asked 
by managing direetors of busi 
nesses is this: “Is it better for 
my advertising manager to be a 
first-class advertising man or a 
capable executive in my line of 
business?” 

Like so many other questions 
bearing on priorities, there is no 
complete answer. Ideally, the ad 
vertising manager should be both 
these things In practice it ts 
unlikely that the two qualities 
will be equally balanced in one 
individual. So this is the core of 
the training problem. Each indi 
vidual must be studied with a 
view to planning a course of 
action, as well as a course of 
study to produce, in a period of 
time, that splendid individual, the 
good advertising manager. By the 
time this training has been com- 
pleted it may well be that promo 
tion will already have been earned 
or that the more lucrative agency 
field will have captured the prize 
But it should be stressed that the 
value of this kind of training 
scheme begins immediately the 
first step is taken. Whether the 
problem is to train an advertis- 
ing manager who has stepped into 
the job from “outside,” or to 
groom an assistant for the job 


the ground to be covered ts much 
the same 

It is more than likely that the 
only person who is interested in 
the training of an advertising 
manager is that man himself 
There are always the junior mem 
bers of the advertising depart- 
ment who must look to their chief 
for guidance in this matter. 
Fortunately training in adver- 
tising subjects is interesting. 
No one is likely to go far in the 
advertising business unless he or 
she is fascinated by it and not 
only ready but anxious to give it 
a good deal of spare time, to put 
it first among hobbies; one who 
will take the job into the home 
without being apologetic about 
it Advertising demands the 
whole person and nothing less 
will make the grade. 


Subjects for study 


Most advertising 
are concerned with print, Cata- 
logues, price lists, dealer circu- 
larising, show miaterial. These 
are usually bought by the depart 
ment, indeed designs are fre 
quently commissioned direct and 
not through the agent. In some 
cases packaging materials and 
stationery are also bought by the 
advertising manager 

The study of the printing pro- 
cesses with paper, ink, blockmak- 
ing, electrotvpinge and stereotyp 
ing are therefore of the utmost 
importance. Visits to newspapers, 
printers, paper mills, — block 
makers, foundries, etc., are also 
an essential part of the training 
There are a number of eood 
hooks available on these subjects 
vo that practical work can be 
supplemented hy reading 

A fairly wide knowledge of 


departments 


media is necessary, with special 
ised application to posters and 
cinemas where these are likely to 
be used. Such items as package 
design and exhibition stand design 
will vary in their importance 
according to the nature of the 
business, but they are normally 
part of the responsibility of the 
advertising manager. 


A.A. examinations 


Although there cannot be quite 
the same incentive to take exam- 
inations outside the agency field 
there is ample evidence that the 
Diploma of the Advertising Asso 
ciation is proving of real worth 
to advertising managers. The 
course of study demanded by this 
examimation and the measure of 
knowledge required to win the 
diploma are sufficiently exacting 
to set a standard of attainment 
which cannot help but benefir the 
individual concerned. Now that 
the Diploma is being accepted by 
the Institute in lieu of the Insti- 
tute’s own Intermediate the in- 
centive to take the examination 
is increased. No longer will the 
D.A.A. holder who becomes an 
agency executive have to begin 
at the beginning again—as soon 
as he has the requisite agency 
service he can now sit for the 
Institute’s final 


Agency experience 


It is in Many ways more difh 
cult for the juniors outside the 
agencies to get good vocational 
training than it is for the people 
in the agencies. The agencies can 
make themselves very easily into 
teaching centres, whilst the aver- 
age advertising department is on 
the small side and lacking in 
highly trained specialists. Many 
technical colleges both in London 
and the provinces organise even 
ing classes in advertising subjects 
but the quality of the teaching 
varies inevitably with the quality 
of the teachers. Unfortunately, 
the rates of remuneration and 
other factors do not help to at 
tract the men and women who are 
best fitted to instruct in such im- 
portant subjects as copywriting, 
visualising, campaign planning, 
etc, 

It cannot be too frequently em- 
phasised that the men and women 
who occupy the leading positions 
im agencies are the ones who 
are best fitted to teach the funda- 
mentals of their jobs. In a world 
of continual change, such as ours 
must be, itis only those who live 
and work in the business who can 
keep up-to-date 

Before anyone occupies a 
responsible post in an advertising 
department it is a good plan to 
arrange with the advertising agent 
to take the trainee into his organ- 
isation for a specified period so 
as to show him or her “how the 
wheels go round.” The length of 
time required and the scope of the 
demonstration naturally vary with 


(Continued on page 200) 
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Gordon and Gotch London warmly thank their many friends 


and world-wide correspondents for the countless capressions of 


Goodwill received during their Centenary Celebrations 
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‘Bring the colour and fragrance of spring lo 
your house and urlo your garden Make nex! 
war memorable wilh Daffodils ‘Tulips and 
Hyacunths Now is the fans lo plant your 
bulbs, bul be sure you buy The best consull 
your seedsinan for advice on how fo phan them 


RINTED in full colours 

with such fidelity that you 
could pluck the flowers from 
the page and believe you were 
capturing their very fragrance, 
the Dutch Bulbs advertisements 
that appeared in Picture Post, 
John Bull and perhaps other 
magazines at the end of Sep- 
tember were surely the Cam- 
paign of the Year. 

Like all the very best advertise- 
ments they were so simple and 
straightforward that anybody 
could have produced them, Any 
body, that is to say, who had the 
supreme imagination and leonine 
courage to see that a single 
perfect bloom in an ocean of 
white space would be so super- 
bly effective that every considera- 
tion of headlines, displayed names 
and other clutter must be ruth- 
lessly bulldozed. 

This isn’t talent; there's 
something close to genius in it. 

It may occur to you, too, that 
one campaign such as this does 
more to advertise advertising than 
all the Clubs and Associations 
and Institutes and Conferences 
achieve in the course of a year. 
Isn't there just one litthe Cup, 
somewhere, that might be 
awarded to the man or the team 
behind this campaign instead of 
going to thingummy-bob and you- 
know-who, and likewise-—never 
mind? 

Having collected several cut- 
tings of the advertisements and 
examined them side by side 1 see 
that the agency dodged the old 
problem of duplicating originals 
for photogravure by taking 
enough original photographs for 
every magazine to have a photo- 
graph of its own, so that no two 
advertisements were exactly alike 
~a much better plan than making 
hand-coloured duplicates. It 
seems to have put the printers on 
their mettle, too, for the repro- 
duction was bevond criticism. 

When I have complained about 
the illegibility, ill manners and 
innate vulgarity of g great deal 
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Bulbs for the flowers that bloom in the Spring 
win a bouquet from COPYTASTER in his 


Review of Advertising 


of “freehand script lettering” in 
advertisements 1 have always 
hoped and indeed believed that 
one day 1 would be confounded 
by somebody's use of script in 
such a way that it would clearly 
do some job better than anything 
else could do it, and here we are. 
This lettering is completely 
legible, it is full of character 
and good taste, and there is no 
type in existence that could 
take its place without diminish- 
ing the charm and persuasive- 
ness of the advertisemems. If 
the freehand script experts will 
write as beautifully as this and 
choose their occasion so felici- 
tously I will complain no more. 

The copy surely speaks for it- 
self. But I specially commend one 
thing to your attention: the 
generous and oh! so wise abnega- 
tion of the Dutch Bulb growers in 
making this a non-competitive 
advertisement for “Spring Bulbs” 
without naming their nationality. 

“We shall get our share,” they 
must have said, “and if we in- 
crease the whole British market 
for bulbs at the same time we 
certainly shall not grudge the 
English growers their share of the 
benefit.” 

That is not only good adver- 
tising; i¢ is statesmanship. 
* * * 

You may remember that soon 
after the war | began a collection 
of “greatest names” and soon 
had a list of about seventy-five 
of them, Now I have found the 
greatest or at least the most 
costly of all the greatest names. 
Gillette have taken half pages in 
the national press to announce in 
48-point type that “Gillette the 
greatest name in shaving, now 
presents the world’s finest shaving 
creams.” 

To produce a_ thirteen-word 
headline with not only one but 
two of advertising’s oldest and 
most battered clichés (the other 
being “world’s finest") is surely 
to pass beyond inertia into 
atrophy of the imagination. 

But the whole advertisement 


and provide 


tastes strangely like milk from 
comatose copywriters. Listen to 
the lacklustre stumbling of this 
first paragraph: 
“For over 50 years Gillette 
scientists have studied shaving. 
Gillette Shaving Creams are the 
result of the world’s widest ex- 
perience and most intense re- 
search. They will give you a 
standard of comfort you have 
never before experienced.” 
Many a Chancellor of the 
*xchequer has made a rise of six- 
pence in the rate of Income Tax 
sound more thrilling and desirable 
than that! 

However, there is a small 
mercy: the new shaving creams 


(Continued on page 200) 


The new Rinso advertisements are 
seen by Copytaster to mark a 
switch back to complete realism. 
Not only are the drawings almost 
photographic, they seem to be 
deliberately ‘‘de-glamorised.” Has 
somebody decided that those who 
use a lot of washing powder are 
more interested in their own 
neighbours than in those higher 
up the income scale? 
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the year 


Gillette 


the greatest name 


The campaign of 


in shaving now presents 


the world’s finest shaving creams 
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SAR pox, my 
<a, | ne. *:, 
s~ 


The medium 


no marketing man 
®* can afford 


to overlook 


DIRECT DISTRIBUTION 


REACHES EVERYBODY! No via the letterbox, this is the cheap- 
other medium takes your sales cst method of sampling available 
message right into 96% of the SALES PIONEERING for a new 
homes in every town or city in the product is often developed area by 
U.K. Jt completely covers mass area. Direct distribution ensures 


- that advertising can be operated to 
markets. a. 7 : 
the precise locale. There is no 
ouse . ; 
ee eae ee overlapping-no margin of waste 
older se y 3 ‘ 


Naturally, it receives 100%, atten pe me act CAMPAIGN! Direct 
‘ istribution gives saturation cover- 
tion. For results from —- age in either town/city, national or 
vouchers especially, direct distri- “1. campaigns. Both will have 
bution compares equally to direct equal thoroughness. 
mail. , . _ FREE BOOKLET gives full details 
CHEAPER! Direct distribution is o¢ direct distribution through 
easily the cheapest form of Mass Cjpoy}ar Distributors Limited. Also 
advertising and only one-third of lists of all major towns and cities 
the cost of posting. in the U-K., and approximate 
SAMPLING. If your product is quantities of circulars required to 
suitable, let everybody try it cover each area. Send for your 
through direct distribution. If sent copy to 


CIRCULAR DISTRIBUTORS LTD. 


21 LEIGH STREET, LIVERPOOL TELEPHONE gh Mae 
MADDOX HOUSE, 215/221 REGENT ST., LONDON, W.l. TELEPHONE REGE! 
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The authoritative journal of 
the Furnishing Retailer and 


Manufacturer, FURNISH- 


vv | ING WORLD 1s an essential 
Vail & part of any campaign ad- 
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these — trades. 
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| © THE CAMPAIGN OF THE YEAR—continued 


| do not contain chlorophyll. In 
stead they contain K-34, which 1s 
“Gillette’s trade mark for hexa 
chlorophene (the active ingredi- 
| ent)”. 
(it occurs to me that it must 
| be about a year since the Adver- 
tising Association began brooding 
| over chlorophyll, Surely we shall 
not have to wait much longer 
| before they hatch out a post-dated 
pail of whitewash, slightly tinted 
green” There's plenty of new 
scientific: mumbo-jumbo already 
| here or on its way from the brave 
new world for them to tackle 
me xt.) 
* * * 


| 
| 
| 


Ir is interesting to see that 
even in the embattled ranks ol 
the soap powders and detergents 
there are fads and fashions in the 
advertising. It seems only yester 
day that Rinso were showing us 
some of the ugliest drawings in 
living memory, with whole 
families looking like creatures 
from another world where 
poached eggs took the place of 
eyes. And now, like Surf and 
others, they have switched back 
to complete realism. 

But not only are the new draw- 
ings almost photographic, they 
seem to be deliberately “de 
glamorised,” as if somebody has 
decided that the sort of people 


® Training for Advertising 


who use most washing powders 
are More interested in the doings 
of their own neighbours and 
social! equals than in people higher 
up the income scale. 

[his has always been debated, 
but | believe mail order experi- 
ence has invariably shown that 
people respond most readily to 
pictures of the sort of folk they 
would like to be than to pictures 
of themselves as they really are. 

We are all snobs at heart, and 
it is said that in a nation-wide 
survey less than five per cent of 
the men described themselves as 
“working-class.” 

Quite apart from this, however, 
I much mistrust this Rinso adver- 
tisement. “They've put magic 
into Rinso’s softer suds” is the 
sort of headline that makes a 
manufacturer purr like a pussy 
cat, but I would never regard it 
as one to stop a reader and make 
her look and listen, for it promises 
her neither an advantage from 
using the product nor any induce 
ment to read the copy; it is just 
a maker's claim instead of an 
offer. 

“They've put magic into Rinso’s 
softer suds to guard and beautify 
your hands” or “to save you a 
tenth of your washing time” 
would be utterly different. But to 
make the claim without showing 
any consequence is weak. 


continued from page 196 


the individual, the job which is 
going to be filled and the facili- 
ties and time available. 


Place of the clubs 


In the provincial cities the clubs 
are the natura] centres of educa- 
tional effort. Even if they do not 
themselves organise and = run 
classes they can be instrumental 
in helping the technical colleges 
to select and secure the right type 
of lecturer. Many of the clubs 
hold luncheon meetings and draw 
On London for some of their 
speakers, a few have been enter- 
prising enough to run week-enc 
courses; but the sum total of all 
this effort is far short of what is 
possible let alone what is neces- 
sary. 


I hope the Clubs Conference 


—The Advertising Manager 


at Harrogate will have infused 
new enthusiasm into this im- 
portant side of the work. It 
would be cheering to see the 
names of more senior people, 
especially from the provincial 
agencies, on the lecture and dis- 
cussion programmes next winter. 

Phere is frankly a dearth of text 
books on many aspects of adver- 
tising. The reasons for this are 
well-known and the remedy is in 
the hands of the advertising or 
ganisations. There are one or two 
projects under consideration so 
that progress should be made in 
this field before long. All the 
same there are many books which 
are Valuable to students and most 
of these are available through the 
various libraries, Lists are pub- 
lished both by the Institute and 
the A.A. 


Robot servers for U.K. 


var bl PUBLISHED WEEKLY— 
i YD 24 HOURS AHEAD OF 
ANY CONTEMPORARY. 


Furnishing 
World 


180 FLEET STREET, LONDON EC4 


HE merchandising of bever- 
ages Via automatic dispensers 
has been such a run-away success 
in the United States that it is 
understandable they are being 
manufactured in this country (as 
noted in ADVERTISER'S WEEKLY, 
October 8, page 78) 
The latest mode! in the U.S 
serves either hot coffee or cold 
| orange juice. 


In both cases frozen concen 
trates are used. 
Telephone Chancery 8844 | Machine shown here is installed 
| in the offices of the York Cor- 
—f poration, Pennsylvania. 
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THE AGRICULTURAL MARKET 


An ‘Advertiser's Weekly’ Special Survey 
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How to advertise a product in 
these vital regions 


BY and large, the harvest 

has been better than once 
seemed possible. This year 
has not been an easy one for 
farmers. Storms beat down 
the standing crops: a poor 
early summer affected 
growth: haymaking in many 
districts was an unduly 
iengthy business. 

But in much of August the 
weather improved, lost time 
was made up and the ending, 
as it is so often for this great 
industry, was happier than 
might have been expected. 

In this article we propose to 
examine in outline some possible 
methods and prospects of mar- 
keting a product to this vast and 
vital market. For this purpose 
we have chosen as our example 
the bicycle. 

This choice has been made 
for illustration ordy, since our 
primary object is to show how 
advertisers of consumer goods 
might direct special attention to 
the needs of the farming com- 
munity. 

Obviously, our first considera- 
tion is the current structure of 
British agriculture. 

“Productivity in agriculture 
increased by some four per cent 
last year and in the current year 
efficiency should be further 1m- 
proved.” This, according to the 
Economist, and this statement is 
substantiated by the annual 
return of the Ministry of Agri- 
culture. 

By comparison with June 1952, 
there is an increase of 138,000 
acres in the area of crops: a total 
increase in pigs of 106,000: 
more breeding cattle and more 
calves: while total sheep and 


lambs have increased by 482,000. 
The rise in numbers of breeding 
stock is especially promising. 

On the other side of the bal- 
ance sheet, the total number of 


workers engaged in agriculture 
has declined by 19,000 (three per 
cent). But while the labour force 
is smaller, there is an increase in 
most of the major items repre- 
sented by crops and livestock. 

How are these apparent con- 
tradictions reconciled? 

The answer lies in the increas- 
ing mechanisation of the farm. 
There were 48,000 milking 
machines in 1948: this figure had 
nearly doubled by January 1952. 
There were 231,000 tractors in 
January 1948, and 323,000 four 
years later. Combine harvesters 
numbered 5,000 in January 1948: 
by January 1952 there were more 
than three times as many. 

The chart on page 206 indicates 
the changes in the net output of 
agricuitture in the U.K. since 
before the Second World War. 
In 1946-47 it stood at 19 per cent 
above pre-war: in 1950-51 at 40 
per cent: the official aim for 
1955-56 is 60 per cent above pre- 
war. 

Farm Incomes in England and 
Wales (Ministry of Agriculture) 
states that on average farm 
revenue increased by some four 
per cent in 1950-51. 

Farm expenditure, however, 
rose also. “Feeding stuffs have 
become one of the major items 
of farm costs and in 1950-51 
accounted for 29 per cent of total 
farm expenditure on dairy farms. 
1S per cent on livestock and 
mixed farms and 12 per cent on 
arable farms.” 

Total farming net income in 


the U.K. is reflected in these 
figures: 
£ million 
1937-38 59 
1946-47 1864 
1947-48 2124 
1948-49 290 
1949-50 309 
1950-51 2644 
1951-52 290 


Despite the decline in the size 
of the labour force, the volume 
of earning power per capita has 


increased: the steady rise in agri- 
cultural wages is shown in these 
figures which represents the mini- 
mum agricultural wage for male 
workers in England and Wales 
since 1940. 


e 2 
1939 34 10 (average) 
1940 (June) 48 
1941 (Dec.) 60 
1942 . 60 
1943 (Dec.) 65 
1944 65 
1945 (March) 70 
1946 (July) 80 


1947 (Aug.) 90 
1949 (March) 94 


cocococece|cecoe 


1950 (Nov.) 100 
1951 (Oct.) 108 
1952 (Aug.) 113 
1953 (Aug.) 120 


A table on page 206 shows the 
acreage of crops and grass and 
number of livestock in the U.K. 
since 1947. 

How is the agricultural and 


ADVERTISER'S WEEKLY 


Eight million people of 
Britain live in rural districts 
and are close to, if not engaged 
in, farm work. This is one of 
the basic facts of the agri- 
cultural market. In surveying 
the current potentialities of 
this field our market investi- 
gation team draws attention to 
the gry points : 

ages of farm workers 
ah. risen. 

* Decline in farm}|labour 
has been offset by in- 
creased mechanisation. 

* More acreage under culti- 
vation, more pigs, breed- 
ing cattle, sheep and calves 
characterise British agri- 
culture in 1953. 

* Despite a poor beginning 
the harvest this year has 
exceeded expectations. 

* At least half the farmers 
read at least one weekly 
farming magazine and 
nearly one third read two 


* 78 per cent of farmers 
attend one or more agri- 
cultural shows during the 
season. 


farming population distributed? 
Over half the agricultural wor- 
kers are found in four areas 

Eastern England, London and 
South-East, North Midlands and 
Scotland. “Although it is appar- 
ent that the relative proportion 
of farm workers to the industrial 
population is small in at least one 
of these areas, nevertheless, agri- 
culture is “the basis of the econ- 
omic welfare of the Eastern 
Counties, the South-Western 


(Continued on page 206) 


Sales of milk off farms 
amounted to 125-5 gallon 
August 19§2. 


This scene comes from “Red Poll” 


n England and Wales during August last 
This was a 10 per cent increase over 


produced for the 


Red Poll Cattle Society by Boulton-Hawker Films Ltd, 
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Dairy farming is by far the biggest and most important single branch of agriculture. It is a tremendous 
market in itself. Over 52°), of Britain's farmers keep cows. The case for direct approach through a 
DAIRY FARMER, with its 100°,, specialised national coverage has been proved by hundreds of VOUICHE 
agricultural advertisers who have found, in this medium, the way to obtain maximum business AND) RA 
at the lowest possible cost-per-reply. Eliminate waste circulation and get straight to the people ' ‘ 
who matter in Britain's biggest and most important agricultural marker. Asa matter of policy DAIRY Fi 
we urge all new advertisers to key and cost their advertising in DAIRY FARMER which PHG "7 
probably explains why space is not easy to get without booking well ahead ! ‘See 
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. USE THESE T 
-ADING NATIONAL | 
ARMING PAPERS 


a _. 
* 500,000 PEOPLE KEEP PIGS 


in the British Isles and Eire 


0 


PIG FARMING was launched in May 1953 to meet the demand for a specialised paper catering for this 
booming £120 million a year industry now producing pigs for the home market at the rate of 
5,673,200 a year. In six issues the circulation of PIG FARMING has jumped from the 20,000 

guaranteed for the first issue to 38,000 copies a month and is still climbing fast. We promised 

that PIG FARMING would ‘ bring home the bacon ' in the shape of full order books for its 
advertisers and we have kept that promise to the full. Without exception advertisers are 
reporting magnificent results. PIG FARMING is now an established medium for every 
advertiser with anything to sell to pig keepers. 


1G KEEPERS 
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ADVERTISER'S WEEKLY 


The Countryman in the Provinces 
reads his Local Newspaper ! 


SELL TO HIM through the advertisement columns 


of these 16 important Evenings and Weeklies. 


EVENINGS: Hull Daily Mail, Evening Sentinel, Stoke-on-Trent + Derby 
Evening Telegraph South Wales Evening Post, Swansea Bristol Evening 
World « Leicester Evening Mai! - Grimsby Evening Telegraph The Citizen, 
Gloucester Gloucestershire Echo, Cheltenham Lincolnshire Echo 
WEEKLIES: Yorkshire & Lincoinshire Times, Hull - Staffordshire Weekly Sentinel 
Stoke-on-l rent Grimsby Saturday Telegraph Herald of Wales, Swansea 
Gloucester Journal Cheltenham Chronicle 


R. H. PENNEY, Advertisement Director: 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED 


163, QUEEN VICTORIA ST., LONDON, E.C4 Telephone: CEN. 6000 


THE HOME 
FARMER 


OFFICIAL ORGAN OF 
THE MILK MARKETING BOARD 


guaranteed circulation 
160,000 monthly 
to all Dairy Farmers 
in England & Wales 
For rates and specimen copies apply to the Advertising Dept. 
SAMSON CLARK & CO LTD 


57-61 MORTIMER ST., LONDON W.1 
MUSEUM 5050 
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Agricultural Market Survey 


AVERAGE OF CROPS AND GRASS AND NUMBERS OF 


| LIVESTOCK 
| 19467 | 1948 | 1949 1950 1061 | 1952 
| Crops and } | 7 
grass | 31,022 | 31,062 | 31,056 | 31,126 | 31,131 | 31,167 
| Cattle | 9,567 9,506 | 10,244 | 10,620 | 10,473 | 10,253 
| Sheep... | 16,713 | 15,164 | 19,493 | 20,490 | 19,084 | 21,053 
| Pigs . | 1,628 2,151 2,823 2,986 3,391 | 4,923 
Poultry (fowls)| 64,880 | 79219 | 89,152 | 90,789 | 90,067 | 89,088 


Counties and the South.” 


The following table illustrates 


the relative position of agriculture 
(and horticulture) in each region: 


(Source—Farmer & Stockbreeder Year Book 1953) 


of a utilitarian kind which are 
directly useful for work on the 
farm. 

In making a closer examination 


WHERE THE AGRICULTURAL AREAS ARE SITUATED 


’ 
| No. of Occupied No. of Adults aged 

| Adults aged 15 and over engaged in 

| Region | 15 and over Agriculture and Horticulture 

| Northern é 1 1,360,000 60,400 4% 
E. and W. Ridings 1,908,900 60,3800 3% 

| North West ; ; 68,700 3% 

| North Midlands 112,300 7% 

| Midlands a | 79,400 4% 
London and South East . 121,300 2% 
Southern ; | 82,900 7% 
South Western . 127,200 10% 
Eastern ae uae me 145,200 11% 
Wales aes ear aes on 80,300 7% 
Scotland > < oe ive 139,100 % 
U.K. we ibe vs 22,578,500 1,077,600 5% 


One in every twenty occupied 
persons is engaged in agriculture. 

Reference can be made to the 
Rural Marke; for the number of 
farm cottages in each county or 
to the National Farm Survey of 
England and Wales for the distri- 
bution of holdings according to 
the number of farm cottages by 
agricultural regions. From the 
Ministry of Agriculture we can 
also obtain the number and size 
of holdings by counties. 

We have so far examined the 
agricultural market in genera! 
terms, considering its economy, 


structure and distribution of 
labour in relation to the intro- 
duction of our product. It 
becomes increasingly obvious 
that the spending power repre- 
sented by this great industry sug- 
gests special opportunities for the 
marketing of consumer goods, 
and promising opening for goods 


Ministry of Labour Regions. Source—1% Census Tables 


of the market we have at our 
disposal a fund of published 
Statistics, apart from information 
that can be provided by con- 
sumer research. 

We shall want to know, for 
instance, more about the distribu- 
tion by areas of the rural popula- 
tion, since although our campaign 
is directed to the agricultural 
market, it will also have its effect 
on the more than 8 million 
people who live in rural districts 
and who are close to, if not 
engaged in, farm work. 

We shall want to know about 
the distribution of outlets in the 
rural areas and here the 1950 
Census of Distribution and 
Britain's Shops (1952) will help us. 
It is interesting to note, for in- 
stance, that cycle shops per 
10,000 of the population are 
evenly distributed as between the 
large cities and the smaller urban 


Index of net agricultural output of U.K. 
(Pre-war — 100) 


160 


PRE- 1959 1940 194) 1942 1943 1944 1945 1946 1947 1946 1949 1950 1955 
WAR -40 -4@1 -42 -45 -44 -45 -46 -—47 -46 -49 -SO -SI -56 


2 


Source—Farmer & Stockbreeder Year Book 1953 
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Agricultural Market Survey 


OWNERSHIP OF BICYCLES BY SEX, AGE AND CLASS 


| Men Women Both Sexes 

All | Rural All | Rural All | Rural 

Men | Men | Women| Women| Adults | Adults 
All ages and classes. } 39-9 | 542 | 254 42.0 | 321 | 476 
Ages 16-24 67-8 73:3 513 730 576 73.1 
25-44 414 58-9 27:8 470 34:3 62:8 
45 and over . 30-5 439 131 267 21:2 34-6 
Class A B C 35-0 414 31-1 45°58 33-0 43-8 
DS ... 42-6 bao 22-6 40:7 316 45-9 


Source—The Rural Market 


areas where we can expect the 
“farm worker to do much of his 
shopping 

Then we shall want to know 
who buys the bicycle in the 
agricultural market, why he buys 
it, and which make or makes are 
preferred 

While it is an obvious assump- 
tion that farm workers use the 
bicycle as a means of getting to 
and from their work, and that 
durability is therefore important, 
we must not assume that this is 
a major selling point without 
confirmation by direct reference 
to the prospective buyer himself, 
ascertaining, for instance, the age 
of bicycle owned, etc. 

This information can be pro- 
vided by consumer research, but 
a practical difficulty is that, be- 
cause of distances involved in 
going from one respondent to 
another in rural] districts, the costs 
of an inquiry can quickly mount. 

The use of the postal question- 
naire may not be an effective sub- 
stitute, however, except on cost, 
because of the difficulty of con- 
trolling the sample in its correct 
proportions by this method. 

Nevertheless, the justification 
for valid research should be con- 
sidered in relation to the sales 


MILKCHURNS 


and 


MONEYBOXES 


County-folk 
weather wise and put 


are 


something away for 
rainy days—and it’s 
in an old] 
stocking nowadays ! | 


not kept 


Banks ons aoe market | 
LEICESTER| 
ADVERTISER| 


SHOP WINDOW | 
of the County-folk 


potential of this important mar- 
ket. 

The Rural Market clearly shows 
that the ownership of bicycles is 
more common in rural than in 
urban areas and that this is true 
both of men, and of women. 

The Hulton Readership Sur- 
vey, 1953, shows a slightly lower 
overall percentage of ownership 
amongst men and women, but 
there is no reason to suggest that 
the significant difference between 
rural and urban ownership has 
materially changed. 

Now let us consider the type 
of media we should use for this 
specialised market. 

At least half the farmers read 
at least one weekly farming 
magazine and nearly one-third 
read two or more, with a total 
readership of over 82 per cent of 
weekly specialist publications and 
56 per cent of monthly special- 
ised publications. 

Readership of morning and 


very little as between urban and 
rural districts. On the other 
hand, 77 per cent of rural men 
and women read local weeklies 
by comparison with 56°5 per cent 
of all localities. (Rural Market.) 

The importance of the special- 
ised papers and the local weeklies 
for advertising our bicycie to the 
agricultural market is apparent. 

So far as the cinema is con- 
cerned, more than half the rural 
districts in England and Wales 
have cinemas, and while atten- 
dance at the cinema in these areas 
is somewhat lower by compari- 
son with the habits of the urban 
population, frequency of atten- 
dance amongst the younger rural 
groups is still high. 

The cinema, in fact, is a useful 
medium for advertising a bicycle 
to this market. This observation 
also holds true of the poster, with 
a coverage of not less than prob- 
ably three-quarters of the rural 
and farming population. 

As a pointer to the buying 
habits of this market, we must 
not lose sight of the fact the 
business and domestic life of the 
farmer and his wife is focused on 
the market town. Nor must we 
neglect an important medium in 
this specialised market in the 
form of the agricultural show. 
78 per cent of farmers attend 
one or more agricultural shows 
during the season. Attendances 
at some of the principal shows in 
1952, affected though they were 
by foot and mouth disease and 


ADVERTISER'S WEEKLY 


EAST ANGLIA 


If your appeal is to farmers 


in this 


important area you must use 


EAST ANGLIAN 
DAILY TIMES 


A DOUBLE PAGE FEATURE IS DEVOTED 
TO AGRICULTURE EVERY SATURDAY. 
SEND FOR SPECIMEN COPY 


Carr Street 
IPSWICH 


107 Fleet Street 
LONDON, E.C.4 


Branches: Chelmsford = - 


Felixstowe - Harwich - 


Colchester - Bury St. Edmunds 


Lowestoft - Stowmarket - Sudbury 


Still 


soaring 


Sixce 1945, the A.B.C. net sales of “ The Field ” 

have risen by 287°, to 32,542. Many of these new readers 
are farmers—especially the new farmers, who, accepting the 
challenge and the opportunity provided by Britain's increasing 
dependence on home food, are re-equipping their farms with 
the latest machinery and buildings. Always looking ahead, 
“The Field ” analyses new techniques and ideas without bias 
and in the light of experiences. Its comments are forthright, 
and therefore valued. 


Write for brochure giving details of 
“The Field's ' recent successes to : 


MICHAEL RUVIGNY (Advertisement Manager), 


THE FIELD 


THE HARMB WORTH PRESS LTO... § 


TRATTON ST., LONDON, W.1 


Tel GRO. 3592 
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ADVERTISER'S WEEKLY 


More Money in Farming 


Approximately one copy in every seven is Sold on Postal | 


“The 
5s. 


Opening 


over-all 


sale of 


breeding ewes at 


average 
6d. per head 


12th September in the 


of £9 
in advance 


17s. 5d. 
of last 


was 
yea r— 


Penrith as reported on 


Cumberland and 
Westmorland Herald 


In same issue sales were advertised of 


160,000 Sheep and Lambs 


(apart from sales with unspecified numbers). 


Printed 
town 


has a 
ot the 


at Penrith, 
10,000 


of only 


THE HERALD 


Net 
finest 


Sale 
farming 


ol 


an agricultural 
population, 


marketing 


18,279 copies (A.B.C.) in one 


areas of the British Isles. 


Subscription, chiefly to isolated Farm Houses. 


14 15, KING STREET, 
PENRITH 


Ielephone 


Penrit 


h 2079, 


D. L. CLACKSON, 
80, FLEET ST., E.C.4. 
lelephone : Central 2626. 


The 


The 


oflicial 


* Note the address for details of rates and space available 
COWLISHAW & LAWRENCE (Advertising) LTD. 
(ify 5118 28 NEW BRIDGE ST., LONDON, E.C.4— CITy 1542 


Sow “the good seed” for 1954 in 
AGRICULTURE 


monthly journal of the Ministry of 
Agriculture offers a wide and influential readership 
THE SCOTTISH YOUNG FARMER 


quarterly journal 
Association of Young Farmers’ Clubs 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD. CROYOON 


aoorscomeet 


WIGHEST GRADE 
CLEAN © SHARP 


CRAFTSMANSHIP 


“DpAY-OGLO”’ PRINTERS 69 Fleet Street, E.C.4. 


SPEEDY SERVICE 
) EXPRESS / 


DELIVERY 


of the Scottish 


Ulster’s leading farming publication 


FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 


Union) 


ABC. figures 


Jan. - June 1953 
| MEMBER OF THE 
| AUDIT BUREAU 


——— 


Belfast Office : 

18 Donegall Square, East. Tel. Belfast 24397 
London Office 

Tel. Central 5453 


OctToper 22, 1953 


Agricultural Market Survey 


movement restricuuons, were as 
follows: 
Paid Paid up 
irtend- | Member 
ane ship 
Royal Agricultural 
Show 03,318 17,404 
Royal Highland 78,302 14,000 
Bath and West 74,250 4,000 
(jreat Yorkshire W570 10,000 
Finally, we should not forget 


the potential value of direct mail 
to a relatively isolated 
although that isolation is offset to 
a great extent by the enthusiasm 


How films can 


in rural areas 


MHE WINTER season of 
farmers’ meetings, includ- 
ing film shows is close upon 
us. Harvest over, autumn 
cultivations under way, and 
plans for next year under con- 
sideration, farmers regard this 
season as the turn of the year. 
Long dark evenings give 
numerous opportunities for 
farmers to educate themselves, 
and for industries connected 
with agriculture to consolidate 
the work begun at the summer 
shows. This can effectively 
be done by organising educa- 
tional events which in contem- 
porary agriculture are closely 
bound up with salesmanship. 

It is therefore not surprising 
that many firms selling to agri 
culture to-day—a £1,000-million 
a-year market—find films of great 
aid to their sales program:nes 

Manufacturers of farm machin 
ery and implements, of feeding 
stuffs, fertilisers, insecticides and 
weed-killers, fuels and oils are all 


well represented in the field of 
sponsored films. Among them 
are some very large firms with 


national organisations enabling 
them to stage a complete series 
of film oceasions throughout the 
winter in all parts of the country. 
Local staffs and agents or mer- 
chants play a part in selecting 
suitable programmes and arrang- 
ing good audiences--sometimes 
reaching to the 1,000 mark. Firms 
able to operate on this scale fre- 
quently exploit the occasions by 
inviting prominent experts to lead 
discussions and answer questions, 
and having a full range of sales 
literature available in the hall 
Smaller firms are less favour 
ably placed, but all can obtain 
some coverage by making their 
films available for loan or hire 
to the innumerable discussion 
groups, Young Farmers’ Clubs, 
N.F.U. local branches and farm 
ing societies. Such groups are 
keen to have up-to-date films. 
Whether, in the absence of 
national facilities, it is advisable 
to rely entirely on such showings 
is A question that must be decided 


industry, 


and interest in his craft shown by 
the average farmer and farm 
worker 


Perhaps we need go no further 
to show the great possibilities 
existing for the marketing of a 
product like our bicycle to this 
important market There exists 
a widely read specialist press, a 
common interest and a= great 
group of men who like to keep 
up to date in technical and utili- 
tarian developments and who are 
genuinely responsive to the prac- 
tical, solidly sensible presentation 
of a sound product. . 


aid sales 


By GRAHAM CHERRY 


Incident in “A 

Behind The Label” produced by 

Boulton-Hawker Films for Bayer 
Agriculture Ltd. 


Looks 


Farmer 


on the merits of each case 
It is certain that a poteatially 

hig audience exists, but not so 
certain that it is sufficiently 
well organised or understood. 
Sponsors should in any case 
realise that rural audiences are 
much more difficult to reach 
economically than industrial 
and urban audiences and that 
the scripting and preseniation 
of agricultural films are mat- 
ters for specialised study. 

The newcomer to this field is 
well advised to employ a special- 
ist unit and/or some form of 
farming adviser or advisers—for 
there are many pitfalls. 

Livestock whether out of doors 
or indoors bring special prob- 
lems, and may well require more 
than camera skill and jn this 
connection it is worth stressing 
that farmers are very quick to 
pounce on howlers or unrealistic 
sequences. Even if the general 
theme and treatment of the film 
are unexceptionable it is all too 
easy to lose that very important 
quality, sincerity. In the farming 
world perhaps more than in most 
others, sincerity should be the 
watchword for publicity activities. 
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Believing that British offerings 


apologetic and bashful 


PAUL NUGAT in his monthly 


of films finds that 


are 


review 


French advertising films 


have zip 


AVING | sat 
session of Screenspace 
Ltd.’s latest offerings to the 
Continental screen, I am again 
struck by the gulf which separ- 
ates the British and the Conti- 
nental view of this medium. 
Ignoring the shibboleths, which 
make British advertising films 
appear an apologetic, bashful 
flower compared with their 
counterpart on the Continent, 
there is, despite the Continental 
tendency to beat the brand- 
name drum, an_ underlying 
humour about many of them. 
This quality, so rare in British 
ad. films, is an outstanding fea- 
ture to familiarise the Conti- 
nental screen audiences with 
British products like Scott's 
Oats, Cadbury’s Cocoa, and 
Gibbs Toothpaste. 
The films from 


through a 


Screenspace 


and zest 


Ltd. are produced by Andre 
Sarrut, a French cartoonist pro- 
ducer with a deft and felicitous 
touch, whose major work, “Mr. 
Wonderbird” -a tull length car- 
toon feature will make — its 
British debut before Christmas 
A showing of some of his films 
was recently given when M 
Sarrut gave an address to the 
Advertising Creative Circle in 
London 

The zip and zest of his style 
are perhaps at their most promi 
nent in the filmlets he has made 
for Dubonnet, Cinzano, Bryl 
creem, and a Continental brand 
of bathing slips. All these films 
pack a rare pace and punch and 
are highly ortginal in their con 
ception. 

* * * 


HE unwavering world interest 
and market for the products 
of the Potteries is in itself suffi 
cient guarantee that any film on 
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the making of china will attract 
wide attention. 


“The Story of Fine China” |, 
the story of Spode and therefore 
the story of W. T. Copeland 
& Sons Ltd.. from the time, 
200 years ago when Josiah Spode 
began to build an international 
reputation. The vears are quick! 
covered in the film, largely be 
cause few modern industries have 
heen so fortunate in being able to 
preserve the essential craftsman 
ship-backbone of their original 
production methods. 


It is this traditional skill passed 
down among the workers from 
one generation to the next, which 
is the essence of the film. From 
the deep absorption of — thes« 
skilled artisans in their specili 
tasks, One appreciates that they 
work ts really satisfying. Visual 
the film does the different: pro 
cesses justice, although the sam 
cannot be said of the accompany 
ing commentary; it is altogether 
too uninspired, Poetry, however 
blank, as called for, but instead 
we have the flatest of prose 

The film runs tor 40 minutes 
and was produced by Kuinocrat 
Films 


* ¥ ¥ 


WD Y contrast, one would not 

anticipate an clevating film 
from such a prosaic subject as 
“The Manufacture of Portland 
Cement,” yet Vista Films Ltd., 
have made a memorable film 
Designed though it has been tor 
building, engineering, architec 
tural students and concrete users, 


ADVERTISER'S WEEKLY 
it will reward all intending 
sponsors. Here is a film which 
conveys efficiency without that 
self-conscious bragging = which 
mars so many, which ts) also 
interspersed with little interludes 
enabling the workman on the job 
to say a piece about his job 

The film, which runs for about 
40) minutes, covers a lot. ot 
ground. We are shown limestonc 
quarrying by blasting, electrically 
driven navvies biting into chalk 
quarries, clay grabbed by scraper 
type excavators, and the parts 
being fed under scientific contro! 
to form cement slurry From 
here on until the end product 
leaves in its famous Blue Circle 
Group bags, one is made aware 
of the unceasing analytical tests, 
which ensure even quality 

The film is in) Kodachrome 
and can be borrowed tree from 
Ihe Cement Marketing Co., Ltd 

% ’ ¥ 
N excellent 10-minute film 
from Shell Mex and BP 
ltd “The Farm Adoption 
Scheme” is about the eight farms 
in different regions of Britain 
which are co-operating in a 
scheme, run by the Association 
of Agneculture, to spread know 
edge of farm life to school 

children in industrial areas 

I he sc hoolc hildren ure de 
picted having a thoroughly good 
time on their visits to these farms, 
and at the same time learning 
something of the lite of farmers 
and the crops they grow The 
film was produced in) Koda 
chrome by the Shell Film Unit 


The biggest Group of them all / 


More than 3,600 of Britain’s 4,700-odd cinemas 
(i.e. 76") are Independents. 


Of 1,817 population centres outside London, in | 


there are cinemas, | ,476 have Independents of 


of these 1,051 are ‘solo’ Independents. 


Through PRESBURYS your sales stor 


3,500 Cinemas in all parts of the coug 


So 


‘ $ 4 , - 
7 2 ES 4 


ere 


You need this Service! 


.o ’ oY 

RESBURYS 
4b } " 

Member of the Screen Advertising Associction 


and the Association of Specialised Film Producers 


PRESBURYS 
Solus and Semi-Solus Films — with no re- 
striction on length, nor on the number of 
‘Visuals’ or ‘Mentions’ of your product. 


PRESBURYS 


Filmlets —in Cinemas all over Britain. 


PRESBURYS 
Market 


tion, 


informa- 
Production 


and Distribution. 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, WC.) * Telephone: WHltehall 3601 
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193 SLOANE ST. London 
SLOANE 6151.9 


om 


Mechanical World 


AND 


engineer. 


The Conrad Press Ltd ~~ 


ENCINEERINC RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 


& EMMOTT & COMPANY LIMITED 
~The 50 TEMPLE CHAMBERS, TEMPLE AVENUE, €E.C.4 I|- 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 


TO YOUR SALES IF 
YOU COVER 
BEDS 
HERTS 
BUCKS 


through the 


HOME COUNTIES 
NEWSPAPERS GROUP 


130,595 Net Sales 45 -s.c.i. 


Represented in London by 
WILL KITCHEN, jr. LTD. 

131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 
aetna sememnenmmmmnsemneel 


Cm, 


The Film Producing 

Organisation of Stanley 

Schofield serves many of 

the leading Industrialists 
of the Country. 


He may justly claim to be 

The Specialist Producer 

of Direct 16mm. Films in 
Colour. 


SS 


STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


6, 7, & 8 Old Bond Street, W.1 
MAYfair 4642/3 


lets 


G. F. KRUSE 
| LTD. 
cece i(k emma BGT Om OF 
37 SPRING STREET w.2. 
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Count’s 


hair 


down 


ONE sequence of “The 
Magic Countess” film has 
been photographed through 
water by means of a plastic 
bottomed basin, which gives 
an unusual effect. 

Produced by Young & Rubi- 
cam for their clients, County 
Perfumery Ltd., the film has been 
made to promote “Countess” 
hair conditioning cream, The film 
runs for 60 seconds and was re- 
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leased to major circuits and many 
independent cinemas last week. 
The girl photographed on the 
pack (see ADVERTISER'S WFFKLY, 
October 15, page 128) and other 
advertising material, Suzy Parker, 
is featured in the film which in- 
cludes high-quality shots of hair 
unfaked by sprays or sprinkling 
with metallic dust — the usual 
methods of making hair look 
glamorous in photography. 


New A 
way to 
make 

ad. films ae 


LAIMED by the makers to 
be the first British puppet 
film intended for commercial 
entertainment, “Figurehead,” 
wil! be shown at the Royal 
Command Film Performance 
on October 26. Filmed in 
Technicolor, the picture also 
demonstrates a new puppet- 
handling technique, highly 
suitable for advertising films, 
developed by Allan Crick, who 
directed the film, and by John 
Halas, who produced it, for 
Halas and Batchelor Cartoon 
Studios. 
“Figurehead is not a puppet 


film in the normally accepted 
sense,” said Allan Crick to 
ADVERTISER'S WEEKLY, “but 


rather a story given visual form 
through the use of models.” The 
wide divergence between “Figure- 
head” and other puppet films, he 
went on, springs from the fact 
that, instead of attempting to 
animate arms and legs in the 


usual puppet fashion, 
mation has been much reduced. 
“In fact, audiences are made to 


such ani 


imagine that the models have 
moved, although the only move- 
ment came from the camera 
itself. The advantage of this 
technique lies in the fact that we 


succeed in creating an impres- 
sion of natural action. 
Actual production presented 


very little difficulty. The models, 
ranging between a ship’s figure- 
head and a variety of 18th cen- 
tury liquor bottles, were designed 
and made by the studio. 

First shown at the Cannes Film 
Festival in April, and later at the 
Berlin Festival, “Figurehead” is 
one of three films completed by 
Halas & Batchelor this year. The 
other two were “Moving Spirit,” 
produced for the Anglo-Iranian 
Oil Company, and “Coastal 
Navigation,” produced for the 
Admiralty 

In that order these were the 
first and second prize-winners at 
the recent Venice Festival. 


Ti THE CRANMER GROUP 
CREATIVE DESIGNERS FOR 
geoeucr 


-_e—_-_-—-——.. 
| and PRESENTATION 
with a technical bias 
| ATHLON RD., ALPERTON, MIDDX, 
Perivale 9126 (3 lines) 
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NEWS 
FLASHES 


FROM WORLD 
MARKETS 


offers market openings 


AN excellent selling market 

exists in Turkey for goods 
produced by totally or partially 
foreign-financed concerns. This 
was recently made clear by 
Hasan Polatkan, Turkish Min- 
ister of Finance. Moreover, 
despite the increase in produc- 
tion marked by existing indus- 
trial installations, he said, the 
steadily growing demand for 
more and more consumer 
goods of every variety necessi- 
tated continued imports in 
many categories. 

Production in almost every 
major field (including agriculture, 
mining and industry) has been at 
least doubled during the past 
three years Foreign trade 
volume, according to the latest 
figures, has trebled since 1950. 

However, as the Minister has 
stated, the major portion of the 
country’s rich natural resources 
are still far from being ade 
quately exploited. These resources 
constitute most productive and 
profitable fields for the invest- 
ment of new capital on an exten- 
sive scale. 

A new law has now been 
drafted to encourage the invest- 
ment of foreign capital. The 
draft law provides for the open- 
ing of every field of productive 
activity to foreign capital, guar- 
antees equal treatment for domes- 
tic and foreign capital and 
enterprise, and permits the 
immediate and unlimited transfer 
of earnings and initial capital at 
the option of the investor, and 
the re-investment of earnings. 


Norway 


Municipal cinemas have agreed 
to pay American producers more 
than the standard rent for five 
“super” films a year. The five 
chosen for the financial year 
1953-54 are “Gone With The 
Wind.” “The Greatest Show on 
Earth,” “Samson and Delilah,” 
“Hans Christian Andersen,” and 
“Salome.” 

“Gone With The Wind” is now 
running in Oslo. Although made 


before the war, American pro- 


economy 
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Turkey’s expanding ,_,- 


ducers have withheld this film 
from the Norwegian market until 
recently, owing to the dispute 
about rent. Many Norwegians 
have, however, crossed the border 
to Sweden to see it there. 


Hong Kong 


Interest in representing United 
Kingdom manufacturers in the 
following list of commodities has 
been expressed by Lane, Craw- 
ford Ltd., of Telephone House, 
Hong Kong: 


Foodstuffs—Tinned = goods, 
preserves, etc. 

Textiles—Men’s wear, cre- 
tonnes, linens, etc. 

Manchester goods. 

Novelties. 

Books and periodicals, 


stationery, ete. 

It is understood by the United 
Kingdom Trade Commissioner at 
Hong Kong that the bulk of any 
supplies received would be sold 
by the firm in their own depart- 
mental store. Imports from the 
United Kingdom are required on 
a basis of indent and consign- 
ment. 

Lane, Crawford Ltd., are an 
old established departmental 
store well known in Hong Kong, 
who also operate a number of 
agencies with United Kingdom 
and foreign firms for foodstuffs 
and general consumer goods 
They are understood to be a suit- 
able connection for United King- 
dom firms 

Interested firms are invited to 
write direct to Lane, Crawford 
Lid., at the above address giving 
full details, cif. prices and, if 
possible, samples. 


Sweden 


A combined insertion system 
of classified advertisements has 
been introduced by Stockholms- 
Tidningen and Aftonbladet. The 
resulting circulation is the highest 
in the history of Swedish dailies 
These Stah-ads, as they are called, 
can be read in 351,848 copies on 
weekdays and 401,455 copies on 
Sundays 

In addition to these outstand- 


Demand is strong 
in Turkey for many 
categories of im- 
ports. In common 
with industry gener- 


ally Turkish rug 
makers have | 
modernised _ their 
factories (as in- 
stanced in this 
photograph) and | 
expanded output. 
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TYPE ACA-I AIR 
COMPRESSING OUTFIT 


ra 


| PRESSURE REGULATING* 
TANK 


TYPE N°A AIR BRUSH 


TYPE NSE AIR BRUSH 


It is amazing what a difference it makes to have the Air Brush af your 
elbow .. . Studios where Acrograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (SH), giving details 


A F be 0 G RA Pp a of Aerograph Air Brush and 
Air Compressing equipment. 
A i R B R U s H ES % For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 


Telephone > Sydenham 6060 (8 lines) 
London, Bristol, 


Showrooms 


Birmingh mm, 


Glasgow, Manchester 


Ta.dooe 


-Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For “ Multilith’’ and Rotaprint Users 
H,OJN 


The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- P E 


BiLITY—which is the kind of service that Strand 
Litho has been consisient!y giving since 1936. At TERMINUS 


Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plote. So to be sure of quick, 
friendly, personal attention to every detail... 
phone Strand Litho. 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD 


LONDON €-.¢ i 


ferrania color 
FILMS 


FF ERRANIACOLOR js the latest and most 
thrilling colour process for professional and 
amatcur photographers, yielding beautiful trans- 
par es in natural colours. Ferraniacolor can 


RESULTS be cosy processed by the user and results can 
he n a couple of hours after making the 
ex ires-no longer is it necessary to wait 
SAME se | days, or weeks, whilst films are being 
pre ed by a centralised laboratory. 


\acolor films are available in 35 m.m., 20 exposures, 
ssettes @ 15 34. or F20 roll films @ 12 34. 
For booklet“ How to Use Ferraniacolor Film"’ send a 
pos ‘ to Neville Brown & Co. Ltd , 77 Newman $t.,W.1 
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Your 


FOUNDRY - 


I 
URGENTLY 
WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON'S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 

E. J. HARRISON LTD. 

MILL GREEN ROAD - 


Telephone: Mitcham 2231-1881-4054 


MITCHAM 


Telegrams: Destroying, Mitcham 


tw 


ILLUMINATED SIGNS AT NIGHT 


Aircraft also available for poster 
and banner towing by day. 
For further particulars apply to: 


SKY SIGNS (1950) 
SOUTHEND AIRPORT - 


ESSEX 


have pleasure in an- 
nouncing that they have 
a fleet of aircraft fully 
equipped to accept con- 
tracts for advertising by 


Advertising Results 
are instantaneous 


When readers eagerly look forward 
to publishing day each week, re- 
sponse to advertising is sure to be 
good. This has been proved again 
and again. 
Circulates in Bolton and surround- 
ing districts and has a weekly 
readership of 80,000. 
8 ~ per s.c. inch 
TOWN'S BRIGHTEST WEEKLY 
BOLTON STANDARD 


VICTORIA STREET. BOLTON 4742 3 
115 High Holborn, W.C.!. Chancery 8752 3 


For 101 years it has been 
pert of the linen trade 


THE 


LINEN TRADE 
CIRCULAR 


Published (of course) in Belfast 


2 MARCUS WARD STREET, 
BELFAST 


12 


ing figures the Stab-ads offer the 
advantage of being inserted on 
the same day in a morning and 
evening paper. 

laking the total circulation jnto 
consideration the advertising rates 
for these ads. are favourable 

A comprehensive advertising 
campaign, which will last until 
mid-December, has been launched 
in Stockholm and the provinces 
to back up the idea of these 
Stab-ads. 


South Africa 


Import and currency restric- 
tions have dictated the frequency 
of publication of South Africa’s 
newest trade journal, South 
African Jewellery Shop and Gift 
Counter, which appeared for the 
first time in September 

Initially -at least the 
will be published quarterly 
South African Publishers Ltd.. 
whose fourth new journal within 
a period of just over a year this 
is, feel that import restrictions 
currently preclude the entry into 
the Union of many types of 
luxury gift merchandise, and that 
the jewellery trade can best be 
served at this stage by a quar- 
terly which will keep the trade 
informed of developments abroad 
and in” local manufacturing 
circles 

Despite import control a num 
ber of leading British manufac- 
turers have supported the venture 
with advertising. The first issue, 
contains more than 40 full pages 
of advertising, plus the inside 
front cover and the inside and 
outside back covers as four- 
colour advertisements. 

Printed on heavy art paper 
with a page format of 74 by 9}, 
with pale blue Wire-O binding, 
South African Jewellery Shop 
an? Gift Counter is a production 
of high quality. Editorial pre 
sentation is largely pictorial and 
the standard of reproduction, 
using 133 screen, does full justice 
to some excellent photography. 

This firm of publishers are 
now in their 47th vear, their 
parent publication being South 
African Industry and Trade. The 
newcomers which have been added 
during the past year to this and 
the companion journal for the 
distributive trade, South African 
Merchandising, are South African 
Textiles, South Africam Hard 
Goods Journal (which absorbed 
South African Furniture Trades 
Journal, formerly published by 
Ramsay, Son, and Parker). South 
African Packaging and Sales Pro 
motion, and now South African 
Jewellery Shop and Gift Courter 


journal 


Venezuela 


The first commercial television 
station, operated by Television 
Venezolana S.A., is now in oper- 
ation This development was 
foreseen in ADVERTISER'S 
Wrekty, July 16, page 131. 
Installations were carried through 
by a British firm. 

Two more projects for tele 
vision stations in Caracas are in 
hand. There are also plans for 
other stations in Maracaibo and 
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elsewhere in the interior of the 
country. 


France 


A survey titled Economic and 
Commercial Conditions in France 
is the latest volume in the series 
of Overseas Economic Surveys to 


The soft drinks war in France 
will be intensified because of the 
size of this year's wine produc- 


tion. Fully deployed to promote 

the cause of wine drinking are 

heauty queens elected from the 
wine making areas 


be issued by the Commercial 
Relations and Exports Depart 
ment of the Board of Trade. The 
survey is priced at Ss. 


Portugal 


British exporters are losing op- 
portunities in Portugal according 
to a recent report received from 
the Export Services Branch of 
the Board of Trade. This points 
out that the publicity given to 
the Portuguese six year plan is 
inducing engineering firms from 
all over Europe to look for busi- 
ness in Portugal at a time when 
their other normal markets are 
placing fewer orders. 

An instance of this is the case 
of the tenders for new electric 
power plant for the Cavado River 
system. The company originally 
invited six firms to tender but 
26 others asked to be allowed to 
de so. Consequently 32 offers 
were received 

In government contracts Ge 
man firms have been getting 
most of the awards, In addition 
te German firms, a French firm 
won a contract by working 
through a Portuguese subsidiary 
and providing as much work as 
possible to Portuguese engineers 
and labourers. 

United Kingdom firms, declares 
the report, “seem more inclined 
to stick to traditional methods 
and like to do the whole of the 
work themselves. Some French 
and Italian firms have quoted 
very low prices perhaps indicat 
ing that they are willing to work 
at a loss.” 


The Netherlands 


In view of the considerable 
expansion of their business in the 
Netherlands and Belgium, A. C. 
Nielsen Co., Ltd., in Amsterdam 
have moved their offices to 


Gebouw “Industria,” Vijgendam 
2-6, Amsterdam. 
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PACKAGING SURVEY 


Our correspondent reveals a new development 


in record containers and describes 


How Britain is fitting the 


old masters with new ‘bags’ 


NEW field has opened up 

in the already wide ranging 
and international packaging in- 
dustry and in it the British 
contributions are unquestion- 
ably better than any others. 

Let no one rise up and say that 
envelopes tor long playing 
records are not packages. They 
fulfil all the classic conditions 
entitling them to be so regarded: 
product protection, display poten- 
tial, and the ability to carry a 
message and information 

Ihe envelopes (the technical 
term which is emerging to des- 
cribe the product ts in fact “bags” 
but as of now one can shut the 
eyes to it without being wrong) 
produced by Electrical & Musical 
Industries Limited go tar beyond 
mere comphance with the mint 
mum conditions, they are works 
of art. 

Ihe two now lying on the desk 
do Malecuzynski and Furtwangletr 
proud and the music notes on the 
back strike at least one earnest 
amateur as first class. The records 
to go inside have been made to 
last and so have the envelopes 
What iy more they will not jolt 
the mind wher they are brought 
to light 30 vears from now, Any 
one remember what a_ record 
cover looked like in the early 
twenties. 

How about the = advertising 
aspect of these new and gleaming 
envelopes 4 

Their introduction has al 
ready had so marked an effect 
upon record sales that” this 
illustrated report on the situa 
tion was specially compiled for 
ADVERTISER'S WEEKLY. We 
think it is the first advertising 
appraisal of the product ever 
to be published 


The works of the old masters are 
now coming on to the market 
well and taste fully protected 


The decision to pack the L.P 
records of the E.M.1. companies 
in envelopes of individual design 
involved a major production 
problem. Up to 100) different 
designs would be wanted each 
month, each of which would have 
to carry on the reverse side 
authentic analytical notes of the 
work concerned, 

In the first place the board used 
for these envelopes had to satisfy 
the exacting requirements of the 
E.M.1. chemists, who were 
charged with ensuring that during 
transit and storage it would in 
no way affect the delicate and 
expensive product enclosed 

Having obtained a suitable 
basic Material it Was necessary to 
get a surface finish within reason 
able cost which would allow good 
quality reproduction of the half 
tone illustrations the company 
intended to use 

For the time being it was de 
cided that these designs in the 
main should take the form of pic 
tures of the artists involved be 
cause 

@ It would give greater world- 

wide publicity to the artists 

@ Provide dealers with a new 

and effective means of pre 

senting artists and new 
recordings to their customers 
in windows and showrooms 

The E.M.1. people report that 
the result has been widely ac 
claimed by both trade and public 
at home and overseas 

For the sake of economy de 
signs have been limited to three 
printings, and it is the problem of 
the advertising division of E.M14 
to Maintain from month to month 
a varict¥ of attractive designs 
within these limitations. To meet 
this problem a system has been 
evolved of channeling both de 
signs and block work through as 
few sources of supply as possible 
So arranged, a smooth and effici 
ent service can be the bette 
ensured. At present all the print- 
ing is being handled by Mardon 
Son & Hal! of Bristol! 

The curren style ts 
finished with a celloglas cover 
ing after printing although ex- 
periments are still going on in 
this direction and there are 
prospects that even — better 
results in the finished appear 
ance of the envelopes may be 
hrought) about The photo 
graphs emploved are drawn 
from world wide 
\ wide 

writers 


cover 


SOUTOES 
circle of prominent 
On musical subjects are 


engaged for the music notes and 
as far as possible in cach case 
writers who are special authorities 
on the subjects concerned ark 
finally selected. 

One final point, 

The whole of this new enter 
prise in record marketing so tar 
as bag design and production ts 
concerned comes within the orbit 
of G. J. Freshwater, Controller 
of Advertising of the EMU, 
Group 

* * * 

\ quite new packaging treat 
ment is being given to ther La 
Tropical De Luxe cigars by Lam- 
bert & Butler and the claim ad 
vanced by that firm is that it 
will revolutionise the whole prac 
tice of cigar stocking for the 
tobacco, hotel and grocery trades 

Made by Cascclloid Ltd., the 
pack is a jar of clear polystyrene 
which will keep the cigars in a 
good condition (so long as the 
lid is replaced) despite atmo 
spheric changes. A feature of the 
pack is the fluting which makes 
for ease of handling. The two 
central cigars are tissue-wrapped 
to facilitate withdrawal. 

Another new package from 
Lambert & Butler is a clear ace 
tate drum and lid which holds 20 
tubed cigars. The display advan 
tage of this container could 
hardly be greater 

A cigar packaging development 
which has recently taken place in 
the United States should be of 


To sell multipl 
an Ameri an company 
this attractive and con 

pack counter display dé 


“nity «of 
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Something to look pleased about 

These new record containers from 

EMA. are made to last’ with 
good APPCarance 


- 


Aerie’ 
prep. 


MARCELLA 
MONOT Uses 


6 ence 


Excellent display of tubed civars 
is possible with this clear acetate 
drum ard lid 


hey a 
lL, fot Valea. 


The new polystyrene jar which it 
ts Claimed will revolutionise cigar 
vlockine 


imterest to the trade and advei 
tising agencies in this country. To 
sell multiple unity of ther 
product, “Melba Midgets 

Lewis Cigar 


new 
the | 
Manufacturing Co, 
Inc., are using five-pack cartons 
inside a display box, both de 
sizned and made by the Robert 
Gai Company Inc 

An open-end carton holds five 
of the cigars each with a tran 
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parent wrapping. Ten of these 
filled cartons are packed in a 
shipping carton on which the die 
cut top folds back to form a dis 
play. The front of the carton has 
been cut low to allow self service 
of the individual five-pack, each 
one having a pull-up tab for cass 
removal from the display. 

In this instance of cigar pack 
aging the display carton and the 
individual five-packs have been 
printed in a matching design of 
red, with bright blue name band 
A printed chip board cover gives 
additional protection during trans 
port, 

The design for the sleeves of 
the Christmas package of 50 Four 
Square cigarettes and the two 
ounce tobacco carton” from 


George Dobie & Son Ltd, 1s 
basically the same and the com 
pany have deliberately arranged 


Gift pack colours for Four Square 
tobacco differentiate — qualities. 


this in order to establish a strong 
family link between the two 
products. 

In the case of the 50s cigarette 


‘e, 


sleeve, the background colour 1s 
a brilliant red with a decoration 
and lettering in black and white 
A photographic scene of a Christ 
mas subject has been super 
imposed in the circle. The colour 
scheme for the Four Square Red 
tobacco package is exactly sim: 
lar except that a different photo 
graph has been super-imposed in 
the circle. For the Four Square 
Blue tobacco, the colour scheme 
has been changed to black and 
blue. 
* # # 


The possibility of prepackaging 
a wide range of fresh fruit, 
vegetables and flowers was men- 
tioned in ADVERTISER'S WEEKLY, 
August 27 (page 374) but nothing 
was said us to the feasibility of 
prepackaging — trees! Nothing 
seems impossible to the advanced 
sections of the packaging in 
dustry, however, and information 
has recently been received to the 
effect that the Arp Nursery Com 
pany, of Texas, are in fact pre- 
packaging trees and in a kraft 
paper bag made by the Union 
Bag and Paper Corporation, New 
York 

Ihe corporation’s solution to 
the nursery’s problem “How to 
merchandise a tree?” was the pro 
duction of a special duplex bag, 
over three feet in length The 
kraft outer sheet with overall 
printing combines product identi- 
fication with strong sales appeal 
An asphalt infused kraft inner 
liner, together with the bag’s 
special siftproof bottom construc 
tion, is said to reduce moisture 
loss to a minimum 


a 


The prepackaging of trees so that 

the result is eye-appealing when 

placed in the stores has been 

accomplished by the Union Bag 
and Paper Corporation 


A mechanical device hydrauli 
cally compresses and forms moss 
round the roots of each tree in 


Exhibition of winning entries = 
in the First British Paper Box = 
and Carton Design Competi- 5 
tion, 16 Berkeley Street, W.1: 
(10 a.m. and 5 p.m.), closes $ 
to-morrow Oct. 23. 


a predetermined shape thus en 


suring a shapely, uniform package 
which stands out with prominence 
at the point of sale. 
7 ¥ * 
In the agricultural field in this 
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The brand name can be seen on 
this fertiliser bag no matter how 
the product is stacked. 


country a fertiliser package has 
been designed by T. H. M. Part- 
ners for Edward Webb & Sons 
(Stourbridge) Ltd., which will 
display the trade mark to view 
no matter how the fertiliser ts 
stacked. The fertiliser company 
are going to use these bags for 
the complete range of their 
products and the wording has 
been so placed that the names of 
other fertilisers can be easils 
placed in position without affect- 
ing other parts of the design. 

Printed in black on brown low 
stretch crepe union kraft paper 
these bags are being made by 
Paper Sacks Ltd. 
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THE 
THINGS WE 
D0! 


A collapsible, portable, 

. . ‘ Slot them together and add 
durable Display Stand that Take two pieces of hardboard mt Cm See 

a circle that sits on the 
elegantly cut and lacquered... ial 

packs flat. Suitable for shops, en 
showrooms, exhibition 
stands, offices, foyers — well! 
Just any place you need one. 
And the price? Unbelievably 
low for a reasonable quantity. 
If youre interested — and 
you should be — just ring 


PS Ths Gee8 
fr Self-Service 


4 And finally —of course —put 

t50 Add a few divisions... it’s just your name on the plaque and 

[4 LOVES ‘a like making toys again!... display your packs — What 
could be simpler ? 


Leon Goodman Displays ....:c 


HOUSE OF IDEAS + 119-125 WHITFIELD STREET »* LONDON W1 * EUSTON 5351 


eC 
ae rr ro . 
¥ , ) 
ann the Lbs 
es / it ae 7 
er | 7 
fsa 7 Png 
[Vins Diy | 
il 2» i 
Ww a | Ls 
4 1 : + 
Pi meal i} 
ax }: ee 
: bh | y Bal = ij | 
Euston 5351. $i iA a 5; s : 4 cn 
| oa | ie | 
LEON 
GOODMAN 
DISPLAYS 
eee - 
. 


ADVERTISER'S WEEKLY 


216 


Ocroper 22, 1983 


CONTROLLING ARTWORK COSTS 2 


How commercial artists 
handle the work 


In the article which concludes his series on how to keep artwork 


costs down to the minimum, W. 
Display Co., 


manager, Abbey 


L. WALTERS-PAGE., studio 
Ltd., reminds that alleged 


“emergencies” can be avoided by the foresight normally applied 
in other business directions. 


N a previous article and 

from the cost control view- 
point, we covered the creative 
ground that determines the 
type of finished drawing to be 
commissioned. There is, how- 
ever, one precaution which 
should precede the actual briet- 
ing, namely, to ensure that 
whoever has passed the rough 
has clearly detailed any amend- 
ments to be incorporated in the 
finished drawing. Roughs to 
artists are like fair copy to 
printers. Clients’ alterations 
and author's corrections are 
both chargeable. 


Briefing for reproduction 
drawings 


With rough to hand it 1s again 
a matter of covering all the rele 
vant points starting with the re 
produced size, and definitely in 


Members 


* as from October 26th, 1953 


ADVERTISING 


writing. If an allowance for 
“bleed” is required the fact needs 
to be made quite clear. Unless 
otherwise instructed artists usu 
ally work half as large again or 
double the size of the rough, but 
it ts a dangerous practice to say 
“Half-up on this’ as you hand 
over a rough without checking 
us size. Particularly where half 
tone backgrounds are concerned 
a size discrepancy revealed at the 
finished art stage can be costly 
to the extent of a completely new 
drawing! 


Adaptation 


Ihe economies to be derived 
from adaptation and use of 
“working drawings” is too big a 
subject to do more than touch 
upon in this short article. How 
ever, these requirements where 
likely should be included in the 
original design briefing so that 
the designer can keep his motifs 


Mark Fawdry Ltd. 


announce. the opening of their new 
offices in Hanover Square with 
additional and extensive facilities 


for the whole range of Publicity 


MARK 


Regi stered 


HANOVER 


Telephone : 


ASSOCIATION 


iS separate as possible and ex 
clude solutions depending on 
tight register.” The subsequent 
finished drawings can be prepared 
in patches and = rubber-solution 
mounted to enable stripping up 
and rearranging 


References 


Most artists build up reference 
files, but the variety of work pre 
cludes completeness, hence any 
helpful graphic references accom- 
panying a briefing are always ap 
preciated. In technical work 
where great accuracy is particu- 
larly essential it 1s usual for the 
client to provide references, But 
it is also amazing what photo- 
graphs. blueprints, etc., become 
suddenly available when finished 
drawings are submitted for ap 
proval, The best time, however, 
is when they are briefed 


Standard, time and value 


Every piece of artwork has 
three main needs. It must be 
(a)Up to the necessary stan 
dard. 
(b) Delivered on time 
(c) Fair value for the 
asked 
These are quite easy to ensure, 
provided that competent artists 
are used and adequate time 
allowed. Need for topicality, sud 
den trade trends and a few othe: 
unforeseeable causes will always 
result in necessary rush work but 
there can be little doubt that 
many of the alleged “emergen- 
cies” could be avoided by the 


price 


foresight normally applied in 
other business directions, and also 
by a wider understanding of what 
is a reasonable and what is mor a 
reasonable performance 
Computing the shortest pos- 
sible block-making time to the 
best the printer can do, and 
then hoping that the artwork 
can be rushed through in what- 
ever happens to be left is not 
conducive of good work. keen 
prices or certainty of delivery. 
Because artwork is hand work 
produced by individuals whose 
output and quality is not constant 
like that of machines, there ts 
often a reluctance on the part ot 
studio representatives to give an 
accurate quotation. Reputable 
concerns do not vary the price to 
what they consider their client 
will stand, or the use to which 
the drawing may be put. The 
question is one of covering the 
total cost of the time involved 
Nevertheless, provided the 
rough is good enough, a compe- 
tent art executive should be ex 
pected to quote with reasonable 
accuracy. Moreover, it is better 
for the buyer to insist on know 
ing his cost commitment. even if 
it means letting the rough go 
out of his hands for a few hours, 
than to have price acrimony at 
the invoice stage 


Specialist work 
Top class specialist work ts 
produced by artists commanding 
(Continued on page 218) 


from Advertising to Public Relations. 


FAWDRY LTD. 
Practitioners in Advertising 


HANOVER 
PARK 


COURT, 
HYDE 


Y176/7/8 


AUDIT BUREAU OF 


SQUARE, W.1 


CIRCULATIONS 
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MEN WHO REALLY MEAN 


BRivrTriIis & SE 


SAVES TIME, 


Time is money. No one knows that 
better than a business man. And that 
is why so many of them fly BEA. 
Distance is no object. Any European 


city is just a few hours away ; a few very 


comfortable hours away. For BEA has 
Europe’s finest air fleet : turbo-prop 
Viscounts, luxurious Elizabethans boih 
pressurized. Altogether, flying BEA is 
a good proposition... are you travelling 
this modern way yet ? 


BUSINESS 


tly BEA 


ROP EAN AIRWAYS 
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SAVES MONEY 


VISCOUNT 


FIRST CLASS SERVICES 
BY ‘SILVER WING’ 


(,IBRAL TAR* 
LISBON (new route 


FIRST CLASS SERVICES 


BELPAST®* * Ulster Plyer’ 
GLASGOW * C ansman ' 


SERVICES Al THE LOW FARES 


ATHENS 
BARCELONA 
BORDEAUX 
CYPRUS 
COPENHAGEN 
PRANKPEUR I 
GENEVA 
ISTANBUL 
MADRID 
MILAN 
PALMA 
ROMI 
STOCKHOLM 
VIENNA 
ZURICH 


ELIZABETHAN 


FIRST CLASS SURVICES 
BY ‘SILVER WING’ 


MAL TA* 
NICH* 
PARIS* 


SERVICES AT THE LOW FARES 


AMSTERDAM 
BRUSSELS 
COLOGNI 
DUSSELDORI 
HAMBURG, 
HA OVER 
ROMI 


*Al ervices at the low fares 


se flights are from London Airport : 
netables and Reservations see 
ravel Agent, local BEA offices of 
* Dorland Hall, 14-20 Regent St., 
n, SW 
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Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

| Account 


= ‘ i 8,1 21 isan ta tile 
Associated Kent Newspapers 


Accounts Office _— 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 
E. W. Player, Led., 30 Fleet Street, E.C.4 
(Cen ) 


Silk Screen Printing 
DISPLAY - SHOWCARDS - POSTERS 


MERCURY DISPLAYS LTD 


Head Office 


171 NEW BOND STREET wW.! Tele: GROSVENOR 8711 


Works 


EASTWOOD STREET, S.W.16 Tele: STREATHAM 4595 


Order your 1954 System. Desk Diaries NOW 


System" Desk & Pocket Diaries and 
Refills, with stands or covers available 
in various attractive colours and mater- 
ials, are now ready for delivery within 
4 to 7 days. 

Avoid delays in the busy Calendar 
Season by ordering your requirements 
NOW. 


SEND TODAY for 
Quantity Order Form 


Shaw Publishing Co. Ltd. 
180 Fleet Street, London, E.C.4 


en | AUTOTYPE* 
PHOTOPRINT 


COMPANY 


SMALL or LARGE 


Autotype giant enlargements 
can tell your story most im- 


| 
| 
quantities of | 

COPY NEGATIVE | 
PHOTOGRAPHIC PRINTS | 


All sizes up to 15” x 12° 


PHOTOGRAPHIC SHOWCARDS | 


and 


REPRESENTATIVES ALBUMS 


pressively—most effective ly 
Available in all sizes up to 
AO sq. ft. in one piece 


* Are you interested in giants?” 
is the title of an tlustrated 
folder—vyours for the asking 


Most of the really good en 
largements are made by the 


+ TdALOLOY 


AUTOTYPE CO.LTD 
| Brownlow Road, West Ealing 


London, W.13 
Telephone: EALing 259!-2-3 


13 CHEPSTOW ROAD 
CROYDON : SURREY 
Tel. CROYDON 4616 
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® CONTROLLING ART- 
WORK COSTS. continued 


commensurate]! high fees 
Humorous illustrations by cal 
toonists whose names are house 
hold words, fashion and other 
figure work by eminent names 
are usually the provinces of free 
lance specialists each represented 
by an agent, to whom incident 
tliy, all INQUITICS should be ad 
dressed 

Fees tor such work have noth 
ing to do with the time and cost 
basis of everyday commercial 
needs: the reputation of the artist 
and the demand for his work arc 
the deciding factors, Reputations 
are Jargely built upon individu 
ality of style and treatment. 
and where a distinctiveness only 
obtainable trom a certain artist js 
required, the price of his services 
is money weli spent Equally. 
there is no point in using expen 
sive specialisis for drawings that 
can be adequately made by one 
of a number of artists working 


Three golden rules for keeping 
down artwork expenses: 
® Decide amendments at 
rough, NOT finished art 
Stage 
® Always confirm the printed 
size 
® Allow for likely adaptation 


UA UUUYNAMNNOODOUGALGAONLY AAANLUAAOU LLL EOLA 


anonymously in commercial art 
studios 

“Cheap” and “dear” are purely 
comparative terms 

For example an overall art cost 
of £125 for a display outer to be 
produced in full colour for a 
60,000 run is hardly expensive at 
$d. per outer: the same cost for 
only $,000 is a different matter 

The time and effort ex- 
pended by the artist is the 
same in either case, hence 

“cheap” or “dear” is some- 

thing only the buyer can decide 

according to the use intended 
and the effect desired. 

Phe point here, which particu 
larly applies to small jobs such 
as trade press work (where the 
art costs can easily exceed the 
space rates) ts that it seems better 
to settle approximately the art 
illocation and have the job de 
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ined to permat of that required 
amount of good quality work 
tnan lo give over-ambitious design 
instructions and find with an excel! 
lent rough to hand that its trans 
jation into finished art, etc., ts 
costly beyond expectation. One 
is then faced with having the 
design modified or  re-done 
additional cost plus loss of time 
paying the price, or finding some 
one who will accept the job 
down to a figure 
Ihe latter simply means that 
(a) Semi-skilled artists will be 
used, or 
(b) The work will be done to 
such = standards ~~ possible 
within the time for which 
the customer 1s prepared to 
pay 


Selecting artists 


Artists, as a fraternity. do little 
to publicise their services, and 
while the Advertiser's Anaual 
contains what 1s probably the 
best list, even this is inevitably 
incomplete. It is, therefore, a 
Wise buyer who, whenever pos 
sible, accords interviews to the 
artists Who call upon him, tor 
this is quite the best way both to 
gather price information and to 
compile that invaluable list of 
sourees 

\part trom a tew large art 
organisations which, like depart 
mental stores, cater for all wants, 
smaller studios and individuals 
deal mainly in two or three 
classes of work at most. For this 
reason it is never a safe assump 
tion that the term “commercial 
artist” umplies a Jack-of-all-trades 
who can produce a variety of 
work with equal facility He 
cannot 

li emphasis has here been 
laid upon the importance of 
briefing, it is because that is 
the stage at which the greatest 
degree of cost control can be 
exercised although no amount 
of it will produce right answers 
from the wrong artists. This 
means neither imposing undue 
restrictions upon the designer, 
nor telling him how to do his 
job; but simply that adequate 
instructions given at the proper 
time not only enable the 
achievement of a stated objec- 
tive without wasteful mis- 
directed effort: but also saves 

a great deal of money. 


Film explains footwear production 


A FILM dealing with the 
production of soles and 
heels for shoes and titled “Best 
Foot Forward” was shown at 
the Goodyear Tyre & Rubber 
Company Ltd.'s stand at the 
Shoe and Leather bau 

The film traces the processing 
of the rubber from its collection 
on the plantation to the buying 
of the footwear in a retail shop 
All production phases were pre 
sented. Responsible for the show 
ing was Roy Watson, advertising 
manager of the Goodyear com 
pany 
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They 


say 

fine 
feathers 
make 
fine 


birds— 


llow 
right 
they 


are! 


in other 


words... 


If you want 
your goods 
to look 

their best... 


CALL IN THE 
PACKAGING 
—= SPECIALISTS 


JOHNS SON 


and 


WATTS LIMITED 


2-4 EPWORTH STREET 
LONDON, E.C.2 
Telephone: MONarch 7408 (3 lines) 
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Established 1842 
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ano Mile ony 


NSUMERS 


AGA 
~~? 

Northern Ireland No Customs 
Population or Trade 
1,370,709 ii Barriers 

: J 


CARRICKFERGUS sy son 


*@ gRANDALSTOWS 
OMAGH @ arent ® @avtam 
bo “& TTY oe 
ewe 


NORTHERN ¢% a 
Se IRELAND By 


| 


ARMAGH® Pa 
Bn 

PRIEAND® SEWwCASTIE® 
NEwRve® our wa _ 


Largest Net slo in Northern roland Every Morning 


London Office—143 FLEET STREET, Phone: Central 9179 


WANTED 
EXPERIENCED 


AGENCY 
FOR 


MEDICINE 
ACCOUNT 


The makers of a well-known non-ethical pro- 
prietary medicine invite applications from London 
Advertising Agencies who would be interested 
in handling this account. The product has 
nearly 100% distribution through Chemists. Only 
Agencies who have had some years of experience 
with proprietary medicine advertising should 
apply. All correspondence will be treated in 
complete confidence. Write giving particulars of 
medicine accounts now carried to 
Box 5812 
Advertiser’s Weekly, | 80 Fleet Street, London, E.C.4 
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ADVERTISER'S WEEKLY 


RAN AGENCY ON 
BATTLESHIP 


Q@NLY man 1 know who ever 
functioned as an advertising agent 
during his “watch below” on a 
battleship is G. R. Drury, adve: 
tusing manager of Cooke & Fer 
guson Ltd. Manchester, the 
switchgear specialists After a 
vouthful) career in letterpress 
printing, commercial art and 
cinema advertising in a small 
town agency, he served five years 
inthe Navy. Throughout the long 
days in convoy, the urge to keep 
his hand in was satisfied by free 
lancing wherever a market pre 
sented itself 

He supplied visuals with a 
nautical and wartune slant to the 
U.S.A... Canada, South America, 
Australia, New Zealand, and 
India A “Grow for Victory” 
campaign was penned in’ Bar 
bados; “Almost Unsinkable.” a 
slogan for bath soap, was linked 
to the Bismarck episode; “These 
Unsinkable British” was his head- 
line for copy published in Canada 

Shortage of drawing paper at 
sea nearly brought about the 
downfall of this sea-born agency. 
Mr, Drury executed a layout on 


the back of two mine charts which 
he had pasted face to face to im 
provise for drawing board The 
postal authorities intercepted the 
package with the result that the 
sender was called to the British 
Consulate to explain. The “pay 
off” was an invitation to submit 
ideas for promoting an advertising 
cumpaign for a forthcoming 
British War Relief Ball in Balt 
more 

Since the war Mr. Drury has 
contributed to Punch, Lilliput, 
and Empire News, not to mention 
a half-hour feature for the South 
African Radio Corporation 


Advertising 
in India 


@NE who has done much to 
improve the status of advertising 
in India is J. N. Jaini, who re 
cently celebrated his 60th birth 
day. Now the managing director 
ot National Advertising Service 
Litd., Bombay, he has been in the 
advertising profession tor nearly 
twenty-five vears. Mr. Jains ts 
hon. treasurer and past president 
of the Advertising Agencies 
Association of India, and ts exe 
culive committee member and 
past chairman of the Audit 
Bureau of Circulations 


CEAW Gis 


FOR THE BETTER 


Even in these days of limited appropriations 
and higher advertising costs, the space buyer 
finds means of adding ‘ the better’ media. 

There is reason to include ‘ THE UNIVERSE’ 
under this heading, for its constant rise in net 


sales can only 


emphasise the value of the 


editorial columns and the consequent increase 
in pulling power of advertisements. 


ABC Sales Jan.— June 1953 


237,889 copies weekly 


* The Universe ’ interests the whole family. 
Buy in the right market and get 
QUALITY - QUANTITY * RESULTS 


at 40/- per s.c. inch 


No national appropriation is complete without 


FIELD HOUSE 


BREAMS BUILDINGS 


LONDON § E.C.4. 
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Michael Haggerty. Lady Joy Walker und G. Pizzey as the new Rake 
Club. Wall decoration is a “blow-up” of Hogarth’s “Rake'’s Progress.’ 


Admen start club 


NEW addition to clubland is 
The Rake Club, which occupies a 
basement in Maddox Street, just 
off Regent Street. Proprietors are 
Canadian-lrish Michael Haggerty, 
copywriter and ideas man at 
Dorland’s: G. M. Pizzey, adver- 
tisement manager of The Al 
chemist; and Lady Joy Walker 
(daughter of Sir Arrol Moir and 
wife of Sir Patrick Walker, of the 
Fleet Air Arm), Already the club 
has a thousand members, chosen 
mainly, but not exclusively, from 
advertising executives and crea 
tive men, journalists, critics, script 
writers, B.B.C. personnel, and also 
doctors—-which should provide 
an interesting enough mixture, 


A very popular 
godfather 


NEVER would I have the heart 
to take any boy into the office 
of John Myers, manager of 
Hulton Enterprises, unless he were 
able to stage a hold-up with one 
of Mr. Myers’ sonic ray pistols 
or space guns, and help himself to 
the contents of the cabinets. For 
they contain a boy’s idea of para- 
dise space guns, film projectors. 
cowboy outfits, action watches. 
masks, rucksacks, plastic conkers, 
knee boots, spurs, and gauntlets. 

Mr. Myers tells me that he is a 
very popular godfather—and I 
can well believe tt. When | com- 
mented on the enthusiasm with 
which he demonstrated his space 
ships and walkie talkies, he said 
“Arrested mental development 
If this is so, Hulton Enterprises 
should pray that it stays arrested 
Ten million articles sold in under 
three years is super-sonic enough 
to impress even Dan Dare 


Blandford men 
earn their wings 


AIR travel is proving popular 
with members of Blandford Pub 
heations Ltd 

During the past two weeks E. 
Templeman, advertisement man 
ager of Travel World. has flown 
to and from Amsterdam in two 
days, E. Leigh, advertisement 


manager of Fish Industry, has 
flown to Aberdeen, K. Warton, 
advertisement manager of Cater: 
ing Management, has flown to 
Glasgow 

H. Pearce Sales, editor of Horel 
Management, is visiting Belfast 
and Dublin this week, and the ad 
vertisement director, E, Barnes, 
has been on a business trip to 
France and Malta 

C,. Hunt, a director, will be 
flying to Bermuda and the West 
Indies at the beginning of Novem 
ber on a combined holiday and 
business trip 


Cats are his 
hobby 


CAT lovers, of whom I am one. 
will make a special point of get- 
ting this month’s Our Cats. An 
International Number, of over 
100 pages, it has been sent to the 
Queen and, indeed, bears a very 
attractive cover picture of Her 
Majesty holding a couple of tiny 
kittens. Inside are portraits of cat 
beauties and aristocrats of every 
variety, as well as news of cacs 
and cat lovers from all over the 
world. 

Our Cats is run as a hobby by 
Arthur E. Cowlishaw, who gave 
up the advertising directorship of 
Adprint a couple of years ago to 
form Cowlishaw & Lawrence 
(Advertising) Ltd... publishers’ 
representatives. in partnership 
with Pat Lawrence, who had also 
been with Adprint for some vears 


Contact 


WEEKS WISECRACK 


“nw 


“There's a Mr. Muggs who 
wants to know if he can 
help in our new TV de- 


partment.” 
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ADVERTISER'S WEEKLY 


Increased 
| cieculation« rate 
unchanged 


SALES FIGURES 


| 408,204 | 423,144 


JULY-DEC 1952 JAN-JUNE 1953 


£200 per page combined rate - 9-5d per page per thousand 


Twin 1/3d magazines offering a mass family market 
4-9 readers per copy - 3 in 4 readers are married 


4 in § married readers have children 


A. H. McISAAC > ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD 8/10 TEMPLE AVENUE~ LONDON EC4: CENTRAL 3514 
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ADVERTISER'S WEEKLY 
STOREY EVANS & CO. LTD. 


W.P. BUTTERFIELD LTD. 


Manufacturers of the 


BUTTERFIELD 
STAINLESS 


STEEL 
EQUIPMENT 


to reach makers of preserves, 
pickles, milk products, soup, 
sauces, etc. 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.1 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


ii 


OVERING a new world | 
industry of the selence | 
and chemical treatment in 
the production and usage of 
FIBRES, Natural and Syn- 
thetic, giving each month a 
review of the latest technical 
developments all over the 
world in materials, machinery 
research, chemical applica- 
tions, methods of laboratory, 
factory and mill practice. 


FIBRES 
NATURAL AND SYNTHETIC 
ts another publication of the 


LEONARD HILL 
TECHNICAL” GROUP 


(87 MANUPACTURING CHEMIST 
PIBRES (NATURAL AND SYNTHETIC) | 
PAINT MANUPACTURE 
WORLD CROPS -ATOMICS 
FOOD MANUPACTURE 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 
All published at 
Stratford House 
Eden Street, London, N.W.t 

Specimen copies on request | 


| 


Christmas drive for Irish linen 


A pre-Christmas promotion 
drive is to be launched by the 
Irish Linen Guild. Space has 
been booked in the Daily Express, 
Daily Mail, Daily Telegraph and 
Radio Times for November and 
December and trade press adver- 
tising is just breaking 

Showeards. price tickets and 
advertising mats are being issued 
to retailers 

A new symbol has been de 
signed-—a Father Christmas carry- 
ing an armful of parcels whose 
labels spell out the message: 
“Irish Linen the gift enduring.” 
London Press Exchange are the 
agents 


. 
Raise a glass! 

“B.B.C. programmes bottled by 
Worthington” is the title of a new 
series of humorous advertise- 
ments launched by W. 8S, Craw- 
ford Ltd. for their clients, Bass, 
Ratcliff & Gretton Ltd. The 
normal Worthington schedule of 
national and = provincial news- 
papers is being used. The first 
advertisement is based on “Down 
You Go.” Other programmes 
scheduled for “bottling” include 
The Critics, Desert Island Dises, 
Ignorance is Bliss, Book at Bed 
time and The Archers. 


New agents soon 


for Haworth’s 

Full colour pages in the 
December issues of home and 
fashion magazines will be used to 
launch a new range of bed linen 
by Haworth’s Fabrics Ltd. Trade 
papers are also being used 
Haworth’s advertising is at pre 
sent being placed direct but new 
agents are expected to be an 
nounced shortly 


Scheme for new jelly 
Wm. Moorhouse & Sons Ltd., 


Leeds, are to use advertising in 
the provincial press to launch a 
new line Sunglow jellies 

The slogan will be “You like 
our jams You'll like our jellies.” 
Trade press advertising is break- 
ing. Pickersgill Publicity Service 
(Leeds) are the agents 


* . 
Big ads. for Biro 
Heavy advertising with 11 in. 

triple column spaces in every 
national newspaper and = several 
provincials will break the middle 
of next month for two new Biro 
pens. They are the Biro Corona 
selling at 6s. 3d., which replaces 
the Biroette which was withdrawn 
earlier this vear, and the Biro 
Retractable de Luxe. retailing at 


| &s. 3d 


Both pens will also be launched 
in overseas markets and 10 in 


! triples are being booked in news- 


papers in the Republic of Ireland, 
Rhodesia, South Africa, Malaya 
and Cevlon with smaller spaces 
in other territories, The agents 
are C. J. Lytle (Advertising) Ltd. 


| Dawson enters 
advertising 


George Dawson, who is now 
selling Icelandic fish in this 
country, is expected to appoint 
n advertising agency soon, To 
announce the arrival of the first 
consignment of Icelandic fish at 
Grimsby he took a half-page in 
the Daily Sketch last week. It 
was headed “Housewives’ Choice” 
and suggested that readers should 
ask for Dawson's Icelandic fish. 


Player’s introduce 


new tobacco 


Large spaces in the national 
daily newspapers, including a 
half-page in the Daily Express, 
are being used to launch a new 
Plaver's tobacco, Empire Navy 
Cut. Erwin Wasey & Co., Ltd., 
are handling the advertising 


Radio spot for 


> . . 
Philips records 
Philips Electrical Ltd. are spon- 
soring a new series of half-hour 
programmes on Radio Luxem- 
bourg on Sunday evenings featur- 
ing Philips records Philips 
recording artists will also be inter- 
viewed. Each week two commer- 
cials will be included of other 
Philips products, starting with 
Philishave dry shavers. Erwin 
Wasey & Co., Ltd., are the agents 
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This amusing comment on 
W. H. Gollings’ door-to-door 
check on colds for Owbridges 
lung tonic, reported last week, 
was submitted by a reader. 
Morton launch first 

. . 
national campaign 

A spoon is being used as the 
symbol in an extensive publicity 
campaign launched this week by 
Masius & Fergusson Ltd., for 
C. & E. Morton Ltd., makers of 
canned foods, spreads and sauces. 

Largest spaces available are 
being taken in the leading 
national! daily newspapers. This 
follows a trade teaser campaign 
in grocery papers which has been 
running since August. 

Display material is 
issued. 

The campaign is the first 
national advertising scheme to be 
carried out by C. & E. Morton 
in this country. In the past they 
have been concentrating on 
export markets, 


being 


NEW ACCOUNTS: 
Campbell Richie, 
plant, for Rooster Publicity; 


spaces national newspapers) 
Sunglow Jellies (provincia! 


NEW CAMPAIGNS: 


and trade press: 


of sale: Sanatogen tonic 


local press: 
Sunday and provincial press: 


national newspapers. 


e AT A GLANCE e 


ACCOUNTS MOVING: 
Vanguard Raincoat Co., Ltd., to 


evening newspapers); Crooky Food Ltd. and Telesurance Ltd, to 
Howards Press Advertising (Manchester) 


mining engineers (colliery 
papers) and Aveling Barford Ltd., road rollers and contractors 
Player's Empire Navy Cut (large 
for Erwin Wasey: Moorh 

press) for 
(Leeds); Caprice Ltd., foundation garments (class and women’s 
magazines), for Downtons Ltd.: 
facturers (colour pages in trade press), for T. G. Scott. 


E, Atkins Ltd., furniture manu- 


Philips records (Erwin Wasey) Radio Luxembourg: Biro pens 
(C, J. Lytle) national and provincial press, Worthington (W.S 
Crawford) national! and provincial newspapers; Irish Linen Guild 
(London Press Exchange) national newspapers, 
Dominic canned fruit (Townend-Smith and 
Hardy) national Sundays, women’s magazines, posters and point 
wine 
Haworth’s Fabrics Ltd. (direct) full colour pages in home and 
Bile Beans (Steeles Advertising 
Service) national dailies and Sundays, women’s magazines and 
Zam Buk (Steeles Advertising Service) national, 
De Kuyper’s cherry brandy (G. 
Street), colour spaces in magazines: Surf (Lintas). ‘colour spaces 
in magazines; Super Fina petrol (Downtons), 11-inch triples in 


fashion magazines, trade press: 


Haig-McAlister (London 


and mining 


ouse 
Piggerskill Publicity 


Radio Times 


(Dorland) national press: 
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LARGEST SALE 


OF 


CANINE MAGAZINES 
Z2ABB (sc) 


BRITISH 


THE 


DbDOGN’ BULLETIN 


now converted into 
AN 8-PAGE NEWSPAPER 
EVERY MONTH 


THE NATIONAL 
CANINE DEFENCE 
LEAGUE 


PUBLISHED 
BY 


Photo: JW. Kendall 


Advertising rates on application to:— 


NEWSPAPER REPRESENTATIONS, LTD., 231 STRAND, LONDON, W.C.2) Phone CITY 5906 
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“Times Weekly 


. 
Review’ changes 

Changes in format are to be 
made in The Times Weekly 
Review next January. The column 
length is being increased from 
134 in. to 16} in., and the column 
width reduced from 2} in. to 
24 in. (14 ems). ‘These changes 
will facilitate the machining of 
the paper, and it is expected that, 
in particular, the printing of the 
air mail edition will be greatly 
improved 

Ihe alteration in type area has 
made an adjustment necessary in 
advertisement rates The single 
column inch rate is being reduced 
from £2 6s, 2d. to £2 Ss. and pro 
rata. 

* + 

Regular tests of new imple- 
ments and of developments in 
farm equipment will be con- 
ducted and the results recorded 
in The Field “with the frankness 
which this journal has never 
feared to use.” New methods in 
plant and animal husbandry wil! 
have the same treatment 

* # * 

As from January 1, 1954, Benn 
Brothers’ Electrical Journal wi!! 
appear in new format with a type 
area of 10 in. x 7 in. as compared 
with the present 7} in. x 4] in 
Page rate, single insertion, black 


Look Lively - with 


3D. 


Models! 


Pytram are renowned 
for these amazingly life-like 
models. 


three - dimensional 


and white, will be increased from 
£25 to £30. 
* * * 

Picture Post will repeat its 
“Modern Kitchen” feature on 
February 27, 1954. The feature 
first appeared in February of this 
year. 

* * * 

On Tuesday, November 17, The 
Times will publish as a separate 
issue, The Times Royal Tour Sup- 
plement. It will comprise 32 pages, 
full newspaper size, and will be 
sold at Is. After introductory 
articles about the Queen and the 
Duke of Edinburgh, the Supple- 
ment will describe the places to 
be visited. 

* ” + 

“Conversion versus Slums,” a 
special five-page feature in this 
week's Municipal Journal, tackles 
the problem of transforming obso- 
lete property into useful accom- 
modation economically 

* + * 

1953 has been a record year 
for Homes and Gardens in sales, 
readership and advertisement 
revenue. A brochure, issued by 
Stuart Mander, contains a series 
ol bar charts demonstrating pro- 
gress of the magazine in each of 
these categories 

The advertisement total of 735 
pages for 1953 represents an in- 
crease of 107 throughout the 
year. 


Moulded in rubber and perfect in every detail, they 
provide the kind of attraction that puts the sale into 
point-of-sale. 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD,” NEW MALDEN, SURREY 
Telephone : MALDEN 3225/7 
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New name in print: 
Now in its 75th year the 
“British & Colonial Printer” 
= change its name in Janu-: 

“Prin ting World. ” : 
Stoahill & Gillis Ltd., pub-: 
: lishers and proprietors, say the: 
? change is “to keep in step with : 
: progress and new ideas.” The: 
: new name, it is said, indicates : 
: the comprehensive coverage 
: which is planned. 


Pee Pe eee eee 


aeeeeee 


The Drapers’ Record and Men’s 
Wear presented a silver cigar and 
cigarette box to the Lancashire 
Textile Golfing Society for their 
third and final match of the 
season held at Pleasington Golf 
Course, near Blackburn, last 
week. The Society represents all 
sections of the textile industry, 
including manufacturers, mer 
chant converters and wholesalers 

* * * 

Country Life Motor Show num- 
ber will contain the usual] stand- 
to-stand report with a detailed 
description of each of the new 
models. There are 78 pages of 
advertisements, 11 in full colour 

* * * 

The November issue of Modern 
Woman, now on sale, has 61 
pages of advertisements, six of 
which are in full colour. 

* * * 

The Birmingham Post yester 
day (Wednesday) published an 
eight-page supplement to mark 
the opening of the Motor Show. 
Special articles were contributed 
by Sir John Black, L. P. Lord and 
Sir Patrick Hennessy. 


3 year contract 


Cowlishaw & Lawrence (Adver 
tising) have been awarded a three 
years contract by H.M. Stationery 
Office for the sole right to insert 
commercial advertisements in 
Soldier, the British Army maga- 
zine, commencing January. 

* * * 

The largest issue of Hotel 
Management since the war con- 
tains 112 pages and cover, in- 
cluding a 48-page section on car- 
pets and their maintenance, and 
over 70 pages of advertisements. 

* * +. 


January issue of R.A.F. Flying 
Review will carry advertisement 
features on caravans and _ holi- 
days. 

7 * * 


The November issue of Ideal 
Home contains a_ bound-in-8- 
page supplement on “Durable 
Surfaces Throughout the Home” 
dealing with the most suitable 
materials for floors, walls, furni 
ture and upholstery. This 156- 
page issue contains the largest 
number of pages of advertise- 
ments in any issue since the war. 
and is being extensively adver- 
tised in the national press and 
periodicals 

* 7 a 

Included in the 128-page 
November issue of Everywoman, 
on sale October 20, is a detach- 
able 8-page supplement of Christ- 
mas recipes. 


Ocrosper 22, 1953 


We Hear 


Four hours after an advertise- 
ment appeared in “Men's Wear” 
and “The Outfitter” for their new 
inset drop belt trousers, Frame 
Clothing Ltd. received orders for 
5,000 garments. 

* * * 

“Round the Table” is the title 
of an exhibition of British table- 
ware which the Council! of Indus- 
trial Design is showing at the Tea 
Centre. Lower Regent Street, 
S.W.1, from October 28-—Novem- 
ber 20. 

* * 

The ninth annual all star 
concert in aid of the News- 
vendors’ Benevolent and Provi- 
dent Institution (Old Ben) will be 
held on Sunday night at the 
London Coliseum. 

* * 

A scheme to make the name of 
Grimsby known in every part of 
the world is being undertaken by 
members of Grimsby and Clee- 
thorpes Junior Chamber of Com- 
merce. They are to send 10,000 
copies of their new publication 
“Book of Grimsby” to business 
men all over the world. 


Victory (I 


Advertising men from Kemsley 
Newspapers were beaten 2—1 by 
Napper, Stinton, Woolley Ltd. at 
the Codgers, Fleet Street, last 
Friday, at darts. 

* * 

One of New York’s leading 
departmental stores, Blooming- 
dale’s, has opened a special sec- 
tion which will sell nothing but 
British goods. It will be known 
as the London Mart and will sell 
some 500 different items covering 
the whole range of domestic 
goods. 

* * * 

The competition, in connection 
with the Two Freds’ match, for a 
cricket bat autographed by both 
the England and Australian teams, 
has been won by E. Schofield. 


Victory (2) 


W. S. Crawford Ltd. darts team 
led by Fred Folkerd beat W. J. 
Webster Ltd. 2—0, F. Folkerd 
and J. Sullivan obtaining the win- 
ning doubles. 

* . 

C. J. Lytle’s table tennis team 
beat St. George District (Inland 
Revenue) team, 16-9. 

* +. 7 

John Wynn & Partners Ltd. 
have been appointed sole repre- 
sentatives in the United Kingdom 
and the Republic of Ireland for 
the first International Tourist and 
Holidavs Exhibition to be held 
in Gothenburg, Sweden, in April 
next year. 

* * * 

Marshal! & Snelgrove’s Oxford 
Street store has opened a new 
Wedgwood Room, carrying a 
wide range of traditional and 
contemporary Wedgwood. ard 
serviced by a specially trained 
staff. A number of historical 
Wedgwood pieces are also on 
view. 
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OctoBerR 22, 1953 ADVERTISER'S WEEKLY 


We want the best 


Art Itrector 


nm the country 


Naturally we are prepared to pay 
him the salary that this position 


justifies. Write in confidence to :— 


C. J. Lytle, Governing Director, C. J. Lytle 
(Advertising) Ltd., 2, 3 & 4 Dean Street, W.1 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


GENERAL 
ARTIST 


Specialising in Figure Work 


Required by progressive West End 
studio with provincial branches 
Fasential that applicants should have 
agency or first class studio experi 
ence, excellent working conditions, § 
day week. Write stating age, details 
of experience and salary required to: 


Box 5832 
Advertiser's Weekly 160 Fleet 61 EC4 


226 


RATES: APPOINTMENTS VACANT, 4s. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per tine, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 tines. Box No. 


one line plus 9d. covering postage, etc. Series rates on application: all 


APPOINTMENTS VACANT. ee 


advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,"’ 180 Fleet Street, London, EC.4. CHAncery 8844 (Ex. 25). 


Situations Vacant: ‘“‘The cngagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is @ man aged 14-64 inclusive or a woman aged 18-59 inclusive 


be or she, of the employment, is excepted from the provisions of the 


Notification of Vacancies Order 1952." 


LEADING LONDON AGENCY have a 


vacancy for a Visualiser/Layout Man 
experienced in the production of very 
quick slick pencil visuals and finished 
layouts for submission to client. Hours 
9.15 to 45.15. Five-day week. Super 
annuation scheme in force Please 
write stating salary required (no speci- 


mens) 
Box 5863 Ad. Weekly 180 Fleet St BC4 


STUDIO 


Wanted 
SECOND-IN-COMMAND 


for a flourishing group 


The chap we're looking for is a tained agency man between 25 and 35 
years young 

First and foremost, he's a sound administrator with the experience, 
keenness anj ability to assist in the handling of a lively group of 
important accounts. He will have a big hand in campaign planning 
and he'll be expected to draft a well-reasoned report just as capably 
as he compiles his records. He will also be expected to discuss every 
aspect of a campaign intelligently, with intelligent peopk 


Ocroper 22, 1953 


CLASSIFIED ADVERTISEMENTS 


LAYOUT MAN 


Must be able to produce 
slick, sound layouts for a 
variety of accounts. 


TYPOGRAPHER 


Practical experience in quick, 
accurate type mark-ups and 
adaptations. 


Agency experience essential. Write 
Stating age, experience and salary 
required. No specimens please. 
Profit Sharing and Pensions 
Schemes apply. 


Creative Director 


S. C. PEACOCK LTD. 
Maddox House, 
215-221, Regent Street, 
London, W.1l 


now on its fect wants to meet Artists Secondly, we hope 

of all talents and styles. They too for producing ideas 

must be on their feet and hands his Weas with sens bic 

too! Two rights and lefts will help much the better 

this active studio. Reply 

Box 5870 than with watching the clock 

» th @ able 

Advertiser's Weekly 180 Fleet 61 EC4 2 


A TECHNICAL WRITER required by 


firm in NW. London area manufactur- 
ing airoraft electrical equipment, Appli- 
cants must have concise style and be 
capable of compiling technical specifi 
cations from data or drawings. Plectr.cal 
knowledge essential The position is 


strong creative streak; a capacity 
out of the rut. If he can also support 
more-than-adequate copy- well, so 


It's a tough jobd for a man who is more concerned with doing it well 
it's also a varicd and interesting 


enthusiasts. If you think you can 
tackle it--and succeed 


Then, if we like you and you like us, we'll talk about terms 
Write, in confidence, to the General Manager, 


GORDON & GOTCH ADVERTISING LTD - 75 79 Farringdon St,, London, E.C.4 


interesting letter about yourself. 


superannuated and gives considerable PROCESS ENGRAVERS require 
Clerk / Progress Chaser. Write 


scope to an ambitious man with ade 
quate experience. Write stating experi 
ence, age and salary required to 

Box 5722 Ad. Weckly 180 Fleet St EC4 ringdon Road, 


experience and salary 


Grosvenor Engraving Co. Ltd., 73 Far- 
ci 


i STUDIO MANAGER 


We are looking for a man of tact, 
personality, and experience, really good at 
organisation and administration. His will 
be a key position, carrying a salary 
commensurate with qualifications. 


i TYPOGRAPHER 


The ideal man would have agency experi- 
ence and would combine imaginative 
typography with ability as a visualiser. 


Please write to the 
ART DIRECTOR 
GEE ADVERTISING LTD. 


Welford Road and Carlton Street, Leicester 


CITY LETTERPRESS PRINTERS AND 


STATIONERS require representative; 
enthusiastic man with good con'acts 
will receive every support; present 
staff notified of this advertisement 

Box S878 Ad. Weckly 180 Fleet St BC4 


EXECUTIVE 
MANAGER 


required for 
IPSWICH AGENCY 


We are looking for a keen young man 
who has had a thorough all-round 
Agency experience of Trade, Technical 
and Agricultural accounts, to manage 
and develop new office in Ipswich and 
to serve growing local clientele. This 
is one of those rare opportunities where 
the right man will be given full free.om 
to develop, and, at the same time, the 
support of qualified teams in Norwich 
and London 


Write giving full details to 


Box 5860 
Advertiser's Weekly 180 Fleet 8t EC4 


FIRST-CLASS LETTERING ARTIST 
required. Write, giving details of pre 
vious experience, age and salary 
required. Only first-class men need 
apply 

Box 5844 Ad. Weckly 180 Fleet St BC4 


CREATIVE 
COPYWRITER 


Well-known London agency of medium 
size requires a copywriter with agency 
experience to take charge of dept 
Must be able to create ideas and write 
sound ‘copy’ for range of national and 
technical accounts, both home and 
overseas. Applicants should be under 
40 years of age. Great scope is offered 
to the man with ability who wants to 
develop his already proved flair for this 


work. Write fully giving details of 
experience, salary, etc 

Box 5835 
Advertiser's Weekly 180 Fleet St EC4 


AN ADVERTISEMENT REPRESENTA- 


TIVE with a knowledge of British in- 
dustry required by specialised journal 
for a position with possibilities for the 
future A man of outstanding re- 
source and ability will be adequately 
remuncrated. Write to 

Box 5571 Ad. Weekly 180 Fleet St EC4 


Opportunity offered to 
YOUNG MAN 
with ability to design advertising 
material such as packaging, leaflets, 
catalogues, brochures, etc., by manu- 
facturers of motorcycle and cycle 
accessories. Full details, including age 
and salary required to 


Box 5850 
Advertiser's Weekly 180 Fleet 61 EC4 


ADVERTISING DEPARTMENT of en- 


gineering works in Willesden, N.W.10, 
require a Technical Illustrator capable 
of preparing line drawings. Knowledge 
of publication layout and photographic 
experience an asset. Apply stating age, 
experience and salary required to 

Box 5723 Ad. Weekly 180 Fleet St EC4 


Are you a 
*“TATAR? 


the type of person for example 
wno. given a wad of trade and tech- 
nica! literature could sit down, study 
it and plan a complete advertising 
scheme; including (a) media schedule, 
(b) “copy”’ of a really high standard, 
(c) lay@ut scribbles for studio de- 
velopment. And be able to do this 
by reason of a sound background of 
Practical experience. 


To anyone giving convincing proof 
of ability to measure up to. this 
abridged specification we have a first 
class appointment waiting. Write— 


Managing Director, 
Ripley, Preston & Co., Ltd., 
Wheatsheaf House, 

4 Carmelite Street, 
London, E.C.4, 


@ TATAR is short for a Trade And 
Technical All Rounder. 


GOOD ALL-ROUND ARTIST required, 


salary £14 per week. Write giving de- 


tails 
Box 5613 Ad. Weckly 180 Ficet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


FIRST4LASS LAYOUT, lettering and 


still-life artists with practical knowledge 
of drawing for reproduction are in- 
vited to apply for position with 
London agency. Pleasant conditions, 
fivedlay week and insurance scheme. 
Write in first instance, giving past 
expericnce and salary required, to 
Commercial Publicity (London) Ltd, 
Brettenham House, Lancaster Place, 
Strand, W.C.2 


IMMEDIATE APPOINTMENT for a 


really first-class Display Designer with 
good ideas and experience of design- 
ing for multiple display. Particulars in 
confidence to 

Box $853 Ad. Weekly 180 Fleet St EC¢ 
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APPOINTMENTS VACANT 


FIRST CLASS OPPORTUNITY 
TO WORK IN DUBLIN 
FOR LEADING AGENCY 


Young all-rounder required, age 25 to 
30 Sound production and typo- 
graphical knowledge essential. Must be 
capable of taking responsibility. Inter- 
esting accounts, pleasant working con- 
ditions and progressive salary. Write, 
giving full details of experience and 
salary expected 


Box 5858 


Advertiser's Weekly 180 Fleet St EC4 
(Interview in London.) 


DIRECT MAIL DEPARTMENT of Lon- 
don headquarters group of companies, 
requires first-class man with direct 


mail knowledge to supervise depart- 
ment Write, giving age, experience 
and salary, etc., to 


Box £782 Ad. Weekly 180 Fleet St EC4 


A CHALLENGE! 


Our leading representative earns 
a five figure income negotiating 
contracts for point of sale dis- 
plays and signs. 

We have room in our expand- 
ing organisation for two more 
of the HIGHEST CALIBRE, 


Personality and contacts are 
the main assets required. 


_ Apply, 
interview. 


in confidence, for 
Box 5836 
Advertiser's Weekly 180 Fleet St EC4 


-KADEK ADVERTISING LTD. 


Require first class lettering and gen- 
eral artist 
Write 


Visuals and finished work, 
in first instance 


124 EWELL ROAD, SURBITON, SURREY 


CONTEMPORARY 
CREATIVE DESIGNER 
with proof of commercial applica- 
tion of his work for reproduction 
including highest standard of finish. 
Write or ‘phone 

FORUM ART SERVICE, 
10-12 Bury Place, W.C.1. 
CHAncery 4121 


PRODUCTION 
ASSISTANT 
required 
with thorough technical train- 
ing and previous agency ex- 
perience. Five-day week. 
Superannuation scheme. Write 
giving full details and salary 

required to: 
Production Manager, 
GREENLYS LTD., 

9 Berkeley St., London, W.1. 


SALES CONSULTANT 
Perience Ww oontrol 
sales promotion of metal equipment 
for factories, offices, also machinery 
for Food Manufacturing Trades. Long 
established group of companies with 
standard products. London. Remunera- 
tion by salary, commission or fees 
which must be stated by applicant, 
together with age and expericnee. 
Box 4843 Ad. Weekly 180 Ficet St EC4 


of mature ex- 
advertising and 
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| APPOINTMENTS VACANT 


| 


YOUNG MAN’S OPPORTUNITY 
IN MANCHESTER 


For a young man with some experience and ambition to be a 
Production Manager, here is a fine chance to join a leading 
Manchester agency as Production Assistant, with opportunity 
to handle all aspects of production and enlarge his techrical 
knowledge. For the right man there are good prospects of 
future promotion tc a position which will satisfy his ambitions. 

To qualify for this post, you must have essential basic know- 
tedge of press layouts, block ordering and copy detail, be aged 
19 to 23, and be prepared to work hard. 

Everybody here knows about this advertisement, so you 
can apply in full confidence, giving details of experience and 
salary required to: 


Box 5838 
Advertiser’s Weekly, 180, Fleet Street, London, E.C.4. 


LETTERING ARTIST, experienced only, COPYWRITER, Condé Nast Publica 
for good wage in pleasant studio. H. tions require experienced § circulation 
& A. Dix Lid, 12 Gt. Newport Street, advertising copywriter Slay weck 
W.C.2. Apply in writing, giving age and full 

est particulars and enclosing specimens 
to Personnel Manager, 37 Golden 

ARMSTRONG - WARDEN Square, Wt 
MIDLAND MANUFACTURERS = arc 


establishing a small Advertising Depart 
ment and invite applications from 
young expericnced men accustomed to 


required an experienced 


CR ATIVE press layouts, copy, catalogues ek 
& Unique opportunity for those seckinge 
4 position eventually as Advertising 
VISUALISER Manager. Commencing salary £500 per 
annum. Write, stating age and full 


details of previous experience 


to 
accustomed to working on Box 5846 Ad. Weckly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


require 


take co 
and handle 


able to 
UK 


Previous 
edge of French 


driving leence 
writing to 


] 
| SABENA BELGIAN AIRLINES 


fully trained 


PUBLICITY MANAGER 


ntrol distribution in 
all publicity matters 


Also to act as press relations officer 
experience 
travel business preferred 

British Nationality and good know!l- 


in airline or 


essential 
needed 


Current 
Apply in 


H. LOMBARD, Personnel Manager, 


| Terminal House, Grosvenor Gardens 


Giving full 


London, $.W.!. 


details 
telephone number 


also address and 


out sales 
Publicity 


prome 


edge of market 
This job calls for 
siderable energy 


away from home 
time. Reply, with 


experience 


adaptable and does not 


record, age and salary expected, 


Box 5866! 
Advertiser's Weekly 180 Fleet St EC4 


SALES PROMOTION 


Car manufacturers require two men as 
supervisors of mobile 


units (oO carry 
with Dealers 


ability 


tion 


and to 


organise and carry through local show- 
room displays essential 


Some knowl- 
research desirable 
a stickler with con- 
and one who is 
mind being 
for some weeks at a 
full details of business 


SUCRETARY, well cducated, required 
| by Managing Director of small pro 
| aressive Mayfair Agency This is not 

a hiahly paid post but there are good 
prospects Applicants should ave 
pleasing personality and be quick and 
accurate. Write stating experience and 
salary required 


Box S872 Ad 


Weekly 180 Fleet St B4 


National Campaigns. Write giv- 
ing fullest details and salary 
required to 


The Secretary 
ARMSTRONG - WARDEN LTD 
69 New Oxford Street, London, W.C.1 


PIRST4LASS 
required. R 


LETTERING ARTIST 
ng CITy s8101 


ARTIST 


for Adaptation Art Work 


must have three or four years 
experience, have good layout 
sense and be neat worker. 
Write for appointment, stating 
salary required. 


Box 5859 
Advertiser's Weekly 180 Fleet St EC4 


TYPOGRAPHER required by West End 


agemy Opportunity for progressive 
young man who has the right back 
ground. Phone GRO 7511, Ext. 18 


TWO DISPLAY MEN 


required for 
London and Home Counties Good 


| 
' 
| 
| 
| 
| 
| 
‘ 


opportunity for young energetic men 
organising ability essential; able to 
drive. Apply stating age, experience to 
SERVIS ELECTRIC WASHING MACHINES 
790a London Rd. Thornton Heath, Surrey 


You may write in 


PRODI CTION ASSISTANT required by 
st Eng Advertising Agency. Oppor 


Telephon: 


end for junior with some expericnce 
Five-day week, Write full particulars 
to 

Box *862 Ad. Weekly 180 Fleet St EC4 


nfidence, 


Pulford Publicity 


LIMITED 


requires 
Layout Artist 


FOR POSTERS and PRESS ADVERTISEMENTS 


in their 
Creative Department 


or teleph 


The man we want, probably wants us too! 
He knows film business and really likes it 
—and, knows how well it can be done. He 
will enjoy working with us on film adver- 
tising. A high salary is available. 


one, to 


Pulford Publicity Limited 


TEMPLE BAR HOUSE, FLEET STREET, LONDON, E.C4 
CENtral 2416 


’Phone your Classifieds to CHA 8844 (kx 25) 


=———= 
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CLASSIFIED ADVERTISEMENTS 


»st End Agenc 
ment in large West E e Ys Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 14-64 inclusive of a woman aged 18-59 inchusive 
uniess be or she, of the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


OctosBerR 22, 1953 


APPOINTMENTS VACANT 


FIRST CLASS 


PRODUCTION MAN 


required 

by progressive Birmingham Agency. 
Good organiser and capable of taking 
complete control of department. 
Experience in press and print produc- 
tion essential. Good salary. Five-day 
week. An excellent opportunity for a 
conscientious, ambitious man, young 
or old. Write in confidence to: 


Managing Director, 


HILTON ADVERTISING LTD., 
63, Pershore Street, Birmingham, 5 


Experienced 
Production Man 


to work on Nationally advertised 
accounts. 

Previous agency experience 
essential, 

Write giving full particulars 
including salary expected. 


EXECUTIVE ASSISTANT 


required by 
West End Advertising Agency as No. 2 to our 


PRESS RELATIONS OFFICER 


Box 5815 

The woman we have in mind will be a fully qualified secretary with 
Advertiser's Weekly 160 Fleet $t EC4 expert shorthand and typing and sufficient experience to take over the 
office administration of a busy P.R. department. We would prefer someone 
with previous secretarial experience in editorial publicity or Journalism 
who is used to working on her own initiative and can deal with corres- 
pondence and queries during the frequent absences of the P.R.O. in this 
she will be assisted by a staff of two. We do not want anyone with creative 
ambitions in the editorial field as this job is purely concerned with secre- 
tarial duties in the administrative sense. 

The position requires an intelligent, conscientious woman of good 
appearance with an orderly and methodical mind who does not get 
flustered during spasmodic rush jobs. Her work, during a five-day week, 
will bring her into contact with chents and the press but will sometimes 
extend beyond ordinary office hours. Age is immaterial. The successful 
applicant will earn a salary commensurate with her abilities and she will 


YOUNG ARTIST o; traince required for 
‘ie finished catalogue drawings of scien- 
i tifle apparatus in line and wash 
Knowledge of typography, layout, 
adaptations, printing and process en- 
2 graving an advantage. S-<day week, staff 
Yy pensions scheme, canteen. Apply in 
writing (no specimens) stating age, ex- 
perience, salary required, to W. & J 
George & Becker Ltd., Nivoe House, 
Ealing Road, Aiperton, Middlesex 
MAKE-UP AND COPY CLERK, age 
21-30, required by large London Maga- 
zine Publishing House. Must be ex- 


EXPERIENCED 
ARTIST — 
VISUALISER 


WITH AGENCY 


be part of a happy team working in congenial conditions on a variety of 
perienoced Staff Canteen Pension interesting accounts. Details of age, education and experience in chrono- EXPERIENCE 
Fund. 5-day week. Write stating age, logical order to PR. REQUIRED 
e experience and salary required 
“oa: Box 5864 Ad. Weekly 180 Fleet St EC4 Box 5857 IMMEDIATELY 
ES A great opportunity for a first-cinss ADVERTISER'S WEEKLY, 180 FLEET STREET, LONDON, E.C.4 Gilbert Advertising Ltd. 
(ae sik screen man oduetion, 


He is required as a 
STUDIO MANAGER 
by @ small firm producing top quality 
work 
After suitable trial period he will 
be offered a share in the business, 
(No capital required) (South 
Midlands.) Box 587! 
Advertiser's Weekly 160 Fleet 81 EC4 


IMPROVER, good at lettering, required 


in studio of well-known Advertising 
Agency. Some studio experience. Phone 
Studio Manager, MAYfair 7571, for 
appointment 


LAYOUT MAN 


EDITORIAL ASSISTANT ins carly 


twenties required for group of practi- 
cal magazines in London. Experience 
of lay-out, subbing and re-writing 
desirable. Full details, age, experience, 
etc... to 

Box 5867 Ad. Weekly 180 Fleet St BC4 


10 Norfolk St., Strand, W.C.2 
Tel.: TEM 0046 


JUNIOR required for voucher depart- 


ment in West End Agency. 
Box 5865 Ad. Weekly 180 Fleet St EC4 


with knowledge of typography. Good 
opportunities for progress in well- 
equipped Agency Studio. Write with 
details of age, experience and salary to 
FREDERICK ALDRIDGE LTD., 
1, Whitefriars Street, E.C.4. 


ADVERTISING SALES. Responsible and 
interesting executive Position as assistant 
to Sales and Publicity Manager of 
important London company in en- 
gineering field. Essential qualifications 
ave 25 to W, firm but agrecable per- 
sonality, ambition and education to 

ri Scottish Highers or equivalent stan- 

dard) Knowledge of Letterpress print 
ing and production advantageous. This 
rm 1 offers’ rewards for a man pre- 

" parcd to earn them. Details of career, 

background and salary required, to | 

Box 5849 Ad. Weekly 180 Fleet St BC4 | 


CADBURY BROTHERS LTD. 


have a vacancy in their Design Office for a woman, preferably between 
25 and 35. The post is a senior one and, for the right applicant, has prospects 
of responsibility and promotion. 


CAM Pie ten 5 


Desirable qualifications are: 


(a) Art School training, and training and experience in commercial art, 
with special reference to typography and lettering as applied to 
labels and wrappings. 

(b) Ability to take, after a period of training, responsibility for the 
detailed administration and organisation of the office under the 

4 direction of the Head of the Department. 


Apply in writing before the 6th November, 1953, to 

PRESSED STEFL COMPANY 
e LIMITED, Cowlcy. Oxford. Require 
i - layout assistant for Prestcold Refrigera- 
: tion publications catalogues, booklets, 


5 leaflets, ete Reasonable knowledge 
typography, printing, process engraving. 
Apply in writing, stating experience, 
salary, age. to F. R. Best. Advertising 
Manager, Refrigeration Division 


W. M. de MAJO ; 
has vacancy for 2 experienced SUCCESSFUL SPACE SALESMAN for 
Assistant Designers. Medica! Journal required. Apply 

(1) DISPLAY & POINT-OF-SALES Box 5873 Ad. Weekly 180 Flect St EC4 


LEADING LONDON STUDIO require 
first<lass lettering artists and photo- 
tetoughers Also London representa- 
tives. Apply 
Box 5879 Ad. Weekly 180 Fleet St EC4 


W. S. B., CADBURY BROTHERS, LTD., 
Bournville, Birmingham, 30 
stating age, previous education and experience. 


CREATIVE VISUALISER 


with understanding of the needs o 
popular National advertisers is required 
for leading London Agency. Position is 
permanent, carries a substantial salary, 
and offers many opportunities to the 
successful applicant. Write in confi- 
dence. Box 


5837 
Advertiser's Weekly 180 Fleet St EC4 


a This is an opportunity for a man with first- 


& class ability and experience. If he can direct 


art-work and also has some knowledge of 


< typography the commencing salary of £1,250 
: will be increased to £1,500 p.a. at the end of 
six months. The advertising agency is in Eire 


where living conditions are pleasant and 
income tax is only 7/6 in the £. Replies in 
confidence to:- 


DESIGN. (First class presentation and 

Q) LETTERING & PACKAGING 

DESIGN. (Must be really neat letrer- 

industrious men pany. 

Send specimens, stating briefly experi- 

dential. of sales, salary £1,000 and 
profits. Capital required 


detailed working drawings. Working 
knowledge of typography and apprecia- 

required 
ing artist, capable of executing first in an established National 
class finished block drawings.) 
ence and salary required to Miss A. Contact Personality 
Boden, clo 33, Jubilee Place, S.W.3. 

£3,000 to £4,000. 
Box 5800 


tion of contemporary design essential.) 
Outdoor Advertising Com- 
Permanent, interesting work for keen, 
senti i 
Applications will be treated as confi- essential for a wide field 
Advertiser's Weekly 188 Fleet St 


Box 5854 
Advertiser’s Weekly, 180 Fleet Street, E.C.4 


KEEN YOUNG SPACE SALESMAN re- 
quired by well-known group of Fleet 
Street periodical-publishing companies. 
Commencing salary £7-£8. Full parti- 
culars of age, experience, ctc., in strict 
confidence, to 
Box 5833 Ad. Weckly 180 Fleet St EC4 


: ’Phone your Classifieds to CHA 8844 (Ex 25) 
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OcroBerR 22, 1953 


PPOINTMENTS VACANT 


STUDIO BRIGGS 
require 


2 retouching artists for 
black and white and colour. 
Only top class men need 
apply. Phone for appoint- 
ment. 


MUSeum 8434 


22, Chenies Street, W.C.i. 


YOUNG MAN 


enthusiastic, to manage the business 
side of small art studio, City area, 
commercial art knowledge desir- 
able. 
Box 5852 
Advertiser's Weekly 18@ Fleet 6t EC4 


PRODUCTION ASSISTANT, experienced 
in copy detail, ordering and checking 
blocks = typesettings, required by 

ye = particulars 

wexpected sala 


Box 5693 Ad. Weekly 180 ‘Fleet St EC4 


SPACE-BUYER 
Opportunity for young man or woman 
of initiative with some experience of 
spece-buying (trade and technical 
Press) and able to handle dispatch 
and recording of “‘copy,”’ receipt of 
proofs, correspondence and other de- 
tail involved in dealing with pub- 
lishers. Good opening for keen and 
accurate worker. Write, stating age 
experience and salary required to 
Geoffrey Dadd Ltd., 90 Epsom Road, 
Sutton, Surrey. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


first class 
LETTERING 
ARTIST 


Fully experienced man_ re- 
quired by West-End studios. 
Must be proficient at modern 
style lettering and line work, 
with an ability to draw. 


Box 5869 
Advertiser's Weekly 180 Fleet St EC4 


GOOD JUNIOR ARTISTS required for 


general studi work Apply ale 
Studios Ltd 3 Harrington Road 
South Kensington. Telephone Kaights- 
bridge 1987 


WINDOW DISPLAY 


Manufacturer of nationally 
known high quality speciality 
for men, selling through retail 
outfitters, seeks services of 
Window Display Specialist 
(London) to design and photo- 
graph specimen windows in his 
own premises, using wherever 
possible manufacturers own dis- 
play aids. 

Suggestions welcomed by: 


Box 5814 
Advertiser's Weekly 180 Fleet 6t EC4 


ADVERTISEMENT MANAGER re- 
quired for specialist magazine, London 
area Knowledge of small boats 
desirable, Full details, age, experience, 


to 
Box 5866 Ad. Weekly 180 Fleet St BC4 


LARGE INDUSTRIAL ORGANISATION 
with Head Offices in Sheffield 


requires 


TWO ASSISTANTS 


in Publicity Department 


. ASSISTANT to PUBLI- 
CITY MANAGER. A 
young man 25-30 with agency 
or advertising department 
experience, and some knowl- 
edge of technical advertising, 
with preference for admin- 
istration and production. 


. TECHNICAL and GEN- 
ERAL COPYWRITER pre- 
ferably with Publicity Depart- 
ment experience. Must be 
able to write concisely on a 
variety of subjects and have 
an inherent news sense and 
press experience. 


nN 


Applications giving outline of 
experience, scope of work to 
which accustomed (no specimens 
at this stage) age and salary 
required to 

Box 5855 
Advertiser's Weekly 180 Fleet 6t EC4 


OUTDOOR 


EXECUTIVE 


edge of the industry. 


Applicants should have 
standard. 


this position. 


to: 


ADVERTISING 


The following opportunities are available for suit- 
able applicants with A. W. Newton Limited, the 
leading Outdoor Advertising Agents. 


Applicants should have a good all-round knowl- 
Must be capable of control- 
ling records and of handling staff. 
detail and thoroughness essential. 


ASSISTANT EXECUTIVE! (TRAINEE) 
Some knowledge of the industry an 
advantage but not essential. 


FILING, POSTAL AND STATIONERY DEPT. 


Applicants required to take charge of this section. 
A strong sense of responsibility is essential for 


Only male applicants considered. Write, giving full 
details of age, past experience and salary required 


A. W. NEWTON LTD «x, 


20 Berkeley Street, W.1. 


Keenness for 


reached matriculation 


PUBLISHERS 
require 
young man 

as assistant in Production Department 
Must have completed National Service. 
and have knowledge of block-making 
and printing. Write in first instance 
giving experience and salary required to 

LOCK, 

Chancery Lane, W.C.2. 


APPOINTMENTS WANTED 


GOOD PROGRESSIVE POST sought by 


young man D.A.A. Experienced 

Agency, space-selling, printing, copy 

writing, administration, etc, Anything 

considered 

Box 5874 Ad. Weekly 180 Fleet St 04 
ARTIST, fully experienced, lettering 

layout, clo, requires change 


| 
Box 5875 Ad. Weekly 180 Ficet St EC4 


EXPERIENCED ARTIST secks chang 
Layout, kettcring, stilbife. Good 
worker. 

Box 5876 Ad. Weekly 180 Fleet St EC4 


EXECUTIVE 

requires appointment in London area 
Ability to contact clients at high level! 
Knowledge of Production in all its phases 
A good salesman. Able to translate 
management policy into effective 
advertising and sales promotion 
Willing to accept a moderate salary to 
commence Box 5856 

Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE 
secks change Age 32 Car owne! 
Much varied selling experience. Resid 
Nth. Cheshire Basic salaty and « 
mission preferre 
Box S800 Ad Weekly 180 Fleet St 104 

CREATIVE ARTIST keen to enter 4 
progressive studio as trainee. Diploma 
in Design. Sound knowledge of fivu 
drawing. National Service complet J 
Box S839 Ad. Weekly 180 Fleet St ' 04 

CREATIVE ARTIST with & years x 
perience, at present working in we 
London Agency as Visualiser L: it 
Artist and copywriter would like - 
tume employment. Capable of 
ducing finished art work if requir 
Box 5803 Ad. Weekly 180 Fleet S 


C4 \ 


’Phone your Classifieds to CHA 8844 ( Ex 25) 


SHORTHAND-TYPISTS. Private 
retaries, Clerks, eto. If you are hb 
urgent need of staff, contact Embassy 
Bureau, Excel House, Whitcombe 
Street, W.C.2. (WHiltehall 5924). We 
specialise in efficient personnel, 

YOUNG MAN (22), finishing 5 years’ 
apprenticeship with Carlton Artats 
Lid. Seeks adminmtrative post with 
photographic-advertising firm to 
further experience D. ! WwW. Muir, 
?. Brookficld, Highgate West Hill, 


MALE SHORTHAND. TYPIST studying 
for D.A.A., #ecks post as Assistant with 
view to permanency on creative staff. 
Initiative and personality; specimens. 
Box 5612 Ad. Weekly 180 Fleet St BC4 

VERSATILE PUBLICITY MAN, 26 
years old, but 8 years’ agency experi- 
ence, 6 as Production Manager, Proas, 
Print, Typography, client contact. Mini- 
— £600 p.a. What offers in Lon- 


Sy 5847 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


POINT-OF-SALE and package designer 
desires additional commissions. PER 
9126 

FIGURE STUDIES-?IN-UPS, etc. Coa- 
tact Lansdowne Studios, 7 | Stockwell 
Road, S.W.9. Tel. Brixton 3711, 

SCRAPER AND GENERAL ARTIST, 
experienced in lettering, layout asd 
line drawings, requires extra work 
Box 5851 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


photo-litho or letterpress (ows 
photo-litho process plant) 
CARILLON PRESS LID. 

Fine Colour Printers, Bournemouth. 
Telephone Boscombe 36835 
London Office 98-100 Fleet Street, 
E.C.4. Phone: CENtral 1740. 


by 


SIGN SERVICE AND DISPLAY OR- 
GANISATION IN THE NORTH has 
capacity to handle one or two ocon- 
tracts, Northern Sign Service, 46 Brick 
Street, Warrington, Lancs 

ADVERTISING AGENCY, old estab- 
lished, fully recognised, Registered Prac- 
titioners offering D rectors’ personal 
attention, can efficiently handle one or 
two more smal! to medjum accounts 
Box 5739 Ad. Weckly 180 Fleet St BC4 


MISCELLANEOUS 


SIRPI (H. de la Chassaigne—P. P. 
Gomez Homen). International Service 
Agency, Via Visconti di Modrone, 6 


DEBIS COLLECTED throughout Britain, 
No result—no commission Brilegal 
(Estab. 1919) 80 Leeds Road, Bradford. 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above Examinations These 
Courses have been prepared by ex- 
perienced and successful advertising 
men 

Year after year 1.C.S. Students figure 
prominently in the lists of passes and 
with our help many advertising men 


and women have become Associates 
of the LLP.A. of AA. diploma 
holders. 


All our candidates are coached until 
successful without extra charge 
We also give specialised training in 
COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING 

Write to-day for free book containing 
full information about our excellent 
instruction service 


Dept. 2B, INTERNATIONAL 
CORRESPONDENCE SCHOOLS, 
International Buildings, Kingsway, W.C.2 
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Advertiser's 
Weekly Lli-z 


Post free 
S5/- (overseas) 


STOP PRESS 


‘RECORDER’ 


An Authoritative |  ™steunon 


SURPRISE 


_ Announced last night (Wednes- 
day) that new daily “The 


Survey of Industry | Estresschat 


states K. Pharoah, circulation 
| manager, area of distribution will 
be as previously announced 


(London, Home Counties, Mid- 

I } O] } ) I } 1erce lands and South Coast), “but 

_ already many orders have been 

placed for parcels beyond that 

| area, Every effort will be made to 
get ‘The Recorder’ to readers who 
want it wherever they may 3 
7 — 7 r Mr. Pharoah stated: “C. s 

OT the industrialist only but all who hold administrative or Neale, general secretary, National 
P car i ‘ . - Federation Retail Newsagents, has 
executive responsibility in business affairs need to be circulated members urging them 
; . : : cae to give ‘The Recorder’ good send- 
equipped with regular information on current trends in industry off. “The Recorder’ has written 
| 20,000 retailers reminding them 

and commerce which they know to be completely reliable. There is of statement by J. Bleasdale, 
secretary, London District Coun- 

no more authoritative source of such information than The Times cil _of Federation, urging news- 
agents to ‘cug off counter sales of 


plow . ae ¢ e- | all other papers and concentrate 
Review of Industry. Those who need to keep in touch with new | ently on ‘The Recerder’.” 


industrial developments at home or abroad, and with changing | gy yyy 


seiel ai d k , =" —* weeks. This compares favourably 

commercial procedures ang mar et prospects, now there is no with most other papers which 
pay 14d. less. 

| Launching of new daily backed 

_ by ads. in national and provincial 
press, direct mail, million leaflets, 

| bus ads., 16-sheet and double 
crown posters, mobile floats, 


THE *& TIMES Pinca ian hat oy 
Review of Industry 


of “The Recorder.” 
First Wednesday of every month Price 1|- HONOURED 


substitute for The Times Review of Industry. 


VETERAN SPACEBUYERS 


Some 200 advertisement direc- 
tors, managers and newspaper 
— agency chiefs and 
= eee ee , spacebuyers attended luncheon 
THE TIMES LITERARY SUPPLEMENT Every Friday, Price 6d. at Connaught Rooms, London, 
THE TIMES EDUCATIONAL SUPPLEMENT Every Friday, Price 4d. yesterday (Wednesday) in honour 
of J, B, Bottell, recently retired 
a at Pembertons, and 
MeL ; ; a | A. G. Swatton, retiring space 
THE TIMES SCIENCE REVIEW Quarterly, Price 6d. buyer from Haddons. Mr. Bottell 
THE TIMES BRITISH COLONIES REVIEW Quarterly, Price 6d. is having a refrigerator and Mr. 

Swatton a television set installed 

in their homes as souvenir gifts. 
_ E. H. Hull, director and advertise- 

ment director “Daily Herald,” 
_ presided. Organisers of the event 

were Will Kitchen Jnr.. C. W. 

Hibbitt, L. A. O'Farrell and 

T. F. Brown. 

Published by the ereertnes, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
October 22, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 


THE TIMES Daily, Price 4d. 


THE TIMES WEEKLY REVIEW Every Thursday, Price 6d. 


THE TIMES AGRICULTURE REVIEW Quarterly, Price 6d. 
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